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In This Issue Are 
Eight Pages Devoted 
To Toys and Sporting 


Goods 


ITH football, basketball 

and hunting reawaken- 
ing public interest in sporting 
goods and the Christmas sea- 
son approaching to stimulate 
toy sales, the hardware dealer 
will find much practical and z 
profitable information in the 
eight pages of this issue, de- 
voted to toys and _ sporting 
goods. 

These articles deserve a thor- 
ough reading by all hardware 
dealers. If you now handle } 
toys or sporting goods, or both, 
you will find many merchandis- 
ing helps in these articles. 


Hardware dealers who are con- 
templating adding these lines 
should read these articles im 
order to benefit from the ex- 
perience of others. 








The Harpware AGE could not be 
better if the subscription price was 
three times the amount. 


(Signed) W. Street, 
P. O. Box 565, 
Portersville, Calif. 


Enclosed find check to cover my 
subscription to HARDWARE AGE for 
two years. I do not want to miss 
a single issue of this splendid pub- 
lication as it 1s a very helpful ser- 
vice indeed to the hardware trade 
I don’t see how any up-to-date hard- 
ware man could afford to do with 
out HARDWARE AGE. 

(Signed) Luther Harbin 
Gadsden Hardware Co.. 
408 Broad Street, 
Gadsden, Ala 
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McKINNEY 


has designed 









Fireplace Equipment 
that insures increased 







Andiron business 
for 
Hardware Dealers 








It has been done in the most commonsense way:— 
by creating strikingly new and smart designs which 
cannot be successfully copied on a cut-price produc- 
tion basis, and by pricing them within a range which 
covers the most profitable portion of the fireplace 









equipment business. 






Thus you are protected from the ruinous effect of the 
copyist, and have the necessary variety to intrigue 
the interest of practically all your customers. 








We speak of the designs as new. They are. They 
have snap and go and modern-ness. But they do not 
in any way violate the fundamentals of design proved 
successful and popular during past decades. 









Not only are there andirons of many types. Included 
also dre companion stands with all tools, wood boxes. 
trivets and a splendid assortment of miscellaneous 
pieces, both in forged iron and brass. 








The brass parts are done in an English Antique finish, 
developed in England after years of experimenting. 
It is very beautiful and requires no polishing. 
McKinney Manufacturing Co., Pittsburgh, Pa. 









For illustrated catalog and full information, write to 
Decorative Metal Ware Division 


McKINNEY MANUFACTURING COMPANY 
101 PARK AVENUE, NEW YORK 













HINGES, LANTERNS 
FORGED IRON HARDWARE 
GARAGE HARDWARE 











































XPERTS are unanimous in telling us that we are 
in the midst of a Buyer’s Market. Personally we 
prefer the term Consumer’s Market, since it is a 

market in which the actual consumer of merchandise 

holds the whip hand. In other words, we have reached 

a point where the production of merchandise in this 

country not only equals, but surpasses, the normal de- 

mand. In this condition lies the basic cause for most of 
our present business difficulties. 


According to Dr. Hollis Godfrey, President of the 
American Engineering Foundation, “this is the distin- 
guishing mark of the third great pioneering period in 
American economic history.” The first period was that 
of pioneering in natural resources, particularly in agri- 
culture. It was a period of preparing the land for culti- 
vation, of growing crops and organizing the production 
of food. In this period the great obstacle to merchan- 
os was the inability to get manufactured goods to 
sell. 


As the land gradually became settled and the food 
production was well under way, the second period ar- 
rived. This was an era of pioneering in industry. Great 
mines were developed, factories sprung up, inventions 
increased. People were enabled to give their entire time 
to particular vocations, since food was grown for them 
by the farmers, and manufactured articles for their needs 
were being produced by other groups. 


As it became easier to obtain merchandise to sell, more 
stores were opened and jobbing houses came into be- 
ing. Merchandising was more or less easy, consisting 
largely in having a stock of goods for resale. Naturally 
such a condition could not last indefinitely. As more 
and more factories were built, there grew up a compe- 
tition in production. As more and more jobbing houses 
and retail stores were started, there came about increas- 
ing competition in wholesaling and retailing. Gradually 
the productive capacity of the country gained on the 
consuming capacity until today the consumer’s market is 
definitely here. 
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TRADE 4 WINDS 


By Llew S. Soule 


Bucking the Consumer’s Market 





What does all this mean to the hardware industry ? 
What does it mean particularly to the independent re- 
tail hardware merchant? 


First, it accounts largely for his increased competition. 
With the tremendous growth of manufacturing capacity. 
the makers of goods were forced to seek all kinds of 
retail outlets, and the result was a general “mixing” of 
business. Second, it brought about new forms of mer- 
chandising and a need for greater efficiency. 


According to Dr. Godfrey, the third period will last 
much longer than the others, because it sets us the task 
of educating people to use more merchandise; and we 
can increase the mechanical capacity to produce goods 
much more rapidly than we can increase the capacity to 
consume those goods. 


In that fact lies the great opportunity of the inde- 
pendent hardware merchant. If he will systematically 
educate his trade to want befter merchandise. by demon- 
strating the value of such merchandise, he can build a 
steadily increasing profitable business. By the same 
token, if he plunges headlong into the mad scramble to 
push only the cheap, competitive price merchandise. he 
will eventually push himself out of the merchandising 
picture. 


Primarily then, the work which is cut out for the 
retail hardware merchant is one of education. He must 
educate his customers to want more goods and belter 
goods. He must educate the men behind his counters 
to sell in a constructive way. 


A mid-western hardware man in a town of less than 
1500 inhabitants sold over $2,000 worth of high grade 
paints and varnishes as the direct result of an educa- 
tional campaign on the value of paint protection. That 
is a sample of what can be done and what must be done 
if the independent retailer is to remain a vital factor 
in distribution in this Consumer’s Market. 
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UGENS J. BROWM, 
—4 the author of this 
practical article on the 
credit system used by 
The Browm Co. 


Warren, Ohio, Retail Hardware Man Adopts 
Workable Credit System 


By EUGENE J. BROWM 





NSTALLMENT sales are here to stay and we might as 
well ride with the parade. The business of the nation is 
parading that way; let’s parade with it. Why decry the 
installment menace when it is apparently a boon which 
we are foolishly attempting to side-step. 

But hold the caliope a moment—merely because install- 
ment selling is the thing to do, it would be folly to jump into it 
with flushed enthusiasm. First—there must be a plan. A plan 
of proved workableness; not a theoretic hot-house plan but one 
that has been subjected to everyday sales and to everyday observa- 
tions. 

The following plan has been adopted mainly from the best plans 
of other stores. We have permitted embellishment here and a 
little trimming there but we feel that there is still room for con- 
siderable improvement. We offer it, however, to any one who may 
find use for it in his own system. We are using it as ours. If 
you adopt a credit system PUSH it. Don’t play half-heartedly 
with it. Enthuse your whole force with its selling points. Get 


behind a slogan like this— 
FOUR MONTHS TIME 
























7 SAME AS CASH! 
Here’s what you can ham- 
mer at your customers: 

You pay no interest! 

No credit prices! 

No “tacked on” 
charges! 

Pay exactly what the 
sales ticket reads and not 

a cent more! 

Your patronage is worth 
just as much as cash. 
Buy on credit without 

a penalty. 

— Why delay buying 


what you need? Here, you get cash prices with four 





— Ie 
OVER, 











Courtesy Card 











the bearer, 







ciation for h 










: and have found h ‘ 

i} quirements for credit in our store. 

It is a pleasure to issue this card expressing eur 

... patronage and prompiness are 

pleased to recommend bearer for any similar transaction. 
THE BROWM CO. Warren, Ohio 


To Whom 3t May Concern: 


We have had the pleasure of carrying a credit account for 


-... prompt in the performance of re- 


| months to pay. 


H If this slogan of “four months to pay same as cash” is 
analized, any good salesmanager can devise hundreds 
of compelling sales ideas to put this plan over. You 


can build a whole sales policy around this one theme. 
Regarding the terms that are extended: Our regular 
plan is one-third down and the balance payable weekly 
or semi-monthly, payments being spread over the four 
month period. We are also careful to adjust the due 
dates to conform with the local “pays”. The one-third 




























OVER, 


Leestsasiannsishnieeson 


down gives us a substantial equity in the item in case 








In addition to 


of subsequent non-payment. It also tends to repair 
your working capital which is very apt to become de- 


OTH sides of the Courtesy Card issued to credit customers pleted as the accounts mount in total. 
of The Browm Co. are reproduced above. 
serving as a constant reminder of The Browm store the 


card has been found useful as a means of identification when than two vears. we have been able to secure the one- 
cashing checks, money orders, etc. of r 


So far, and this plan has been in operation for more 


third down payment in the majority of installment sales 


The Courtesy Card may be ee * the store when pur- 
chasing and will entitle the c of 
the account amounts to $25 or more. 


S20 7 ‘In other cases where the down payment is too large for 


the individual purchaser we have split the down payment 
into two parts. We have allowed the lapse of two weeks 
time between the payments necessary to make uj the 
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full one-third down payment. Perhaps we may be 
criticized for this “split down-payment” but kindly 
remember that we are selling merchandise not dignity 
or a hide-bound policy. 

What we have sold under the “four months time 
same as cash plan”: Gas stoves, refrigerators, gaso- 
line and oil ranges, coal ranges, window shades, lawn 
mowers, electric washers and sweepers, silverware, 
linoleum, and sundry other items. You will notice 
that the majority of these items can be repossessed, 
if need be, in good shape. Although our install- 
ment sales form a goodly portion of our total 
sales, yet, we find repossessions very infrequent. 
We generally repossess if the account has run six 
to seven weeks delinquent. Of course, this can 
not be followed as a rule but must be fitted to the 
individual case and to the individual store. 

In instances where the customer deserves 
extraordinary consideration due to outside 
causes we have used the following method with 
entire satisfaction : 

(Continued on page 98) 
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Co Original Chattel Mort, 
20 Main Street - of wie r oe Phone 1477 


THE BROWM HOME BUDGET SERVICE 
A Special 4 Months Credit Service 


Warren, Ohio 
The undersigned: 


Of the County of 2.0.0.2... State of Ohio, having the abso- 
lute and unqualified title to the following described personal property, to-wit: 


DATE QUAN. NO. ARTICLE CHARGES CREDITS BALANCE 


Ca, 
rs the same to M. I. Browm, doing business as 
and to hold unto himself, his administrators and 


PROVIDED NEVERTHELESS, that if said a Ge ae 
b fter called tgagor”) shall pay the said M. I. Browm, (hereinafter called 


“mortgagee”) the sum Of $2... cccecce-ccs-se--soseeee-y thé unpaid balance of the purchase 
price of said property, iM .....ccccceee Installments Of $..-eccceocee-eeeerenee C@Ch on the 
cecsssstsmusssssasssasseeersesnvenmee G8Y (8) of each month until the full amount is paid, then 
this mortgage is to be void, otherwise to remain in full force and effect. 


that on default of payment of any of said installments, upon 
located, or aan aieee 








the 
said property 
the 
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EOPLE buy 
hardware when 


the specific 
need for an item 
arises. They will 
buy whether or not 
this or that store 
happens to have 
advertised the 
specific article in 
yesterday’s news- 
paper. But eight 
out of ten times the 
store that has ad- 
vertised the item 
will get the sale. 

A better way to 
put it is that the 
store whose adver- 
tising appears in 
the papers regular- 
ly gets the largest 
percentage of 
normal sales during 
a specific selling 
period. The com- 
mon sense reason, 
as well as the ad- 
vertising reason, 
for this is that 
people constantly 
study the news- 
papers to find out 
what stores carry 
that will supply im- 
mediate needs. Also 
a large number of 
people are can- 
stantly seeking new 
and better articles 
to serve this, that 
and the other pur- 
pose. 

The store whose 


ad appears regularly naturally is in the minds of cus- 
tomers who are ready to buy, and everything else 
being equal—good values, wide assortments, good ser- 
has the best chance to get the business. 


A Profitable Rule 





vice 


1, 2, and 3 have been explained and illustrated. Here 


is Rule No. 4: 


Feature at least one division of stock once a 
week in newspaper space. 
This rule will mean nothing to the store whose man- 








People Can Read Ads Faster Than They Can Buy Goods, 
But the Oftener They Read the Faster They Buy 


By Guy Hubbart 




















Housewives! Tomorrow! 


Huge Sale of 
Aluminum 


¢ 


Over 5,000 Large Heavy Pieces 


ONLY a special purchase—a very lucky one—tould 
have obtained this first quality Aluminum ware 
to Sell for anywhere near this price! 5,000 pieces— 
those most needed in modern kitchens—all polished 
to a mirroring brilliancy—will be none too many to- 
morrow! Housewives will snap them up! If you 
cannot come, phone your orders. 
—Buy on-the ‘Household Club Plan— Take Ten 
Months to Pay—a Little at a Time! 


Does Your Kitchen Need These: 


—6-qt. Convex Kettle. —ll-in. Colander 
—114-qt. Double Boiler —10-qt. Water Pail 
—4-qt. Water Pitcher. ~Round Roaster. 


—12-qt. Oval Dish Pan. 


—6-qt. Strainer Kettle. Rat. Sane Pot 
—2-qt. Coffee Pot. : oat. Percolator. 
—5-qt. Tea Kettle. —f-qt. Sauce Pan. 
—1514-in. Oval Roaster —14-qt. Round Dish Pan 
—3-pe. Sauce Pan Set. —10-qt. Preserve Kettle 
















ager or proprietor 
is “too busy” to 
plan and write ads 
or who “cannot see 
that an ad_ ever 
pays.” But to the 
hardware merchant 
who advertises and 
believes in it, Rule 
No. 4 is and always 
will be a source of 
more profit. 

Regular run of 
space should be de- 
voted to a variety 
of items selected 
from all over the 
store so as to cover 
a number of lines 
and interest as 
many customers as 
possible each day. 

But advertising 
to be put to the 
fullest use should 
do something else 
besides make direct 
sales by the day. It 
should build up in 
the public’s mind 
the idea that so and 
so’s hardware store 
is the place to go 
when hardware and 
housewares are 
needed. 

Only a little 
space a week will 
build up this 
thought if it is well 
done. 

The aluminum ad 
reproduced here is 


an example of how to feature specific divisions of stock. 
Notice that the cut advertises ten different housewares 
utensils. The headline, which is alright except the word 


“huge,” points out that a specific event is being featured 

—large assortments and specific values for the money. 
The second subhead lists seventeen items and describes 

In the past three articles specific advertising rules, them. Cooking utensils are always needed by every 


housewife whether or not she needs them the day the ad 


comes out. She will get the idea that this store carries 


good aluminum ware and plenty of it. 


With a headline and store signature this space amounts 





to 36 inches. At ordinary rates the advertising cost is 
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sions of Stock Once a Week 


very small compared to the future business it would 
bring in on the ordinary circulation and in the average 
size population. 

The best way to estimate the value of this ad or 
another like it on any line of stock is this: Try to 
imagine two stores in the same block carrying aluminum 
ware. One uses space regularly to tell about its stock, 
its variety and prices; the other never or rarely tells 
about its goods. Then ask yourself the question “which 
store will sell the most goods in a year?” 

The one that advertises not only will sell more goods 
but will have at the end of the year a large following 
of regular customers who have learned week by week 
where to buy aluminum ware and hundreds of other 
items. 

One sale leads to another just as one need a customer 
may have leads to another. And the store that has a 
regular following automatically gets the bulk of that 
following’s business. 

It is not necessary to feature only a single line of 
stock as in the illustration above. In fact it is more 
profitable to include three to four lines. For example 
three or four items could well have been featured in the 
reproduced ad—ice chests, cutlery, crockery and _ oil 
stoves or electric cookers. Any four items allied in use 
would widen the appeal and multiply the selling force 
of the ad. 

Pick Good Day 


Promotion or feature ads are most effective if run the 
day before the best shopping day of the week. This 
varies but little the year around in a given city. If 


Saturday is the best day, run the promotion ad on Friday. 
If Tuesday is the best day, run the ad on Monday, and 
so on. 

Volume of business alone is not the most complete 
sign of a good day’s business. Other things should be 
considered in deciding the best advertising day, such 
as the number of stocks represented in the day’s dollar 
volume. .\ $250 electric refrigerator sold today may 
run the: volume up to $400, the balance representing only 
a few sales each from six or eight divisions. This is 
not typical and should not be used as the basis for pick- 
ing the best business day. 

Four things should be considered (in the average 
store) the basis: 

(1) When dollar volume represents activity over 
eight to ten divisions of stock: 

(2)When transactions are high in number, even if 
unit average sale is small; 

(3) When the most of the single purchasers buy two 
to three items or over, and 

(4) When a wide variety of items in each stock are 
sold. 

It would pay the average store to watch these points 
for one year so as to find out which day of the week is 
best. It means the loss or gain of several hundred 
dollars a week—the above kind of information. And it 
would take only fifteen minutes a day to find out. An 
examination of each days sales slips will tell the story. 
and a small record book will hold the story of this year. 
Then, next year, look at the book and see which day was 
hest for the 52 weeks. And hase your advertising dates 
on the way the days run. 





. 


Independent Retailer Must Organize or Retreat, 


Says Hamp Williams 


” ERGERS’’—that’s a new 
name for ““monopoly’’—call 
money at 71% per cent—one 

seat on stock exchange, New York, 
sold for more than $400,000—stock 
speculation running wild—million- 
aires made over night, eighty of them 
made in last four years dealing in 
stock of one corporation—mail order 
houses and big chains issue a million 
dollars stock, put it on the market and 
it is licked up right now. 

Mergers and monopoly are like 
unto a great army, armed with machine guns, all abreast 
advancing upon unorganized communities armed with 
pop guns and toy pistols. 





HAMP WILLIAMS 


The independent ‘retailer must retreat to organize. 
If we can get our jobbers to merge and they will lead 
the fight with all the thousands of independent retailers 
fortified in their own localities, we can win this battle. 
There are too many jobbers, they need more buying 
power and a less expensive distribution. 

In looking over our positions as jobbers and inde- 
pendent retailers in the commercial world, I am reminded 
of the words contained in an old, old song sung to the 
tune of the “Old Grey Horse Come Tearing Out of the 
Wilderness.” It ran something like this: 

“The old blue sow rose in the morning 

Finding herself and nine shoats dead, 
Said to the old blue boar, 
‘We had better have moved our bed.’ ”’ 
Hamp WILLIAMS. 


asin = ake See 


a na = AaB aman AO 
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EARS ago I wrote that the most perfect business 
organization was a good man, running his own 
store all alone, doing everything, and living with 

his family upstairs over the store. 

The great thing in business is to get perfect coordina- 
tion and cooperation. This is very difficult to do, because 
employees: think differently, and for this reason even 
when they honestly desire to cooperate, frequently they 
do not. In the case, however, of one good man running 
a business, there is absolute cooperation. It is the ideal 
of this one-man business that the great corporations seek 
in all their plants and organizations. 

For instance, when any problem is to be thrashed out, 
there is a conference. In this conference all the different 
heads of departments express their views. One plan is 
laid down. It is decided to do certain things and do 
them a certain way. If it is a good organization, the 
men in leaving the conference will all undertake to 
carry out to the best of their ability the decisions of 
this conference. If it is a bad organization, some of the 
men will leave this conference without any desire to co- 
operate. They will throw a monkey-wrench into the 
machinery, and then there is delay, wasted time and in- 
efficiency. 

We often hear that certain men are good organizers. 
They do work in a big way, through a large number of 
men and they manage to get the work done. 

A certain merchant recently told me that he took over 
a business where there had been a number of different 
factions. Various cliques and groups in the organiza- 
tion had worked against each other. “Now,” said this 
merchant, “there are two ways to straighten out this 
business. One way is to appeal to the intelligence, com- 
mon-sense and good will of the employees and try to 
persuade them to work together. This is the way,” said 
he, “that I would like to do.” 

“The other way to bring about harmony is to conduct 
the business with an iron hand, with certain fixed prin- 
ciples, and then if any employees will not get in line, to 
get rid of them as quickly as possible. This is the rule 
of ‘Get in line or get out.’” 

This merchant asked me which plan did I think would 
work the best, and my answer was that I thought it 
would be a good idea to work both plans. 

Then I told him the story of a-certain business that 
was reorganized. A new president and manager were 
placed in charge. This new president attempted to be 
pleasant and agreeable to everybody. When this business 
was reorganized it was promptly enlarged and many 
new men came into the business. Immediately there 
were lined up two sets—the old employees and the new 
employees. These two factions in the business gummed 
up everything. They just wouldn’t work together. 
There were personal differences between them. There 
were personal quarrels. There was jealousy. All this 
made it extremely hard sledding for the new manager. 

The town where this business was in operation was 
a great baseball town. Everybody was a “fan.” When- 
ever there was a big game almost every man in the busi- 
ness, who could get away, went to the game. One after- 


The Indispensable Mr. Jones 


By Saunders Norvell 











noon there was an exciting game in the series. ‘he 
president of this business went to the game. As he 
looked around he saw a large number of his fellow 
directors, officials, heads of departments and employees 
in the audience. The next morning, when he returned 
to his office, his cashier brought him a lot of checks and 
told him there wasn’t a single official on hand the after- 
noon before to sign checks. Everybody had gone to the 
baseball game. 

This led to an investigation on the part of the presi- 
dent, and he found that it was a common thing for 
heads of departments just to walk out to attend baseball 
games or other personal matters without asking anyoue’s 
permission, and also without telling anyone that they 
were going. Mr. Smith’s stenographer would sit next 
to Mr. Smith’s desk and she wouldn’t know where Mr 
Smith was. 

The president decided to try and straighten out this 
situation. First of all, as there happened to be six direc- 
tors of the company, each of these directors being an 
officer, he made them alternates. He paired them off. 
He had it understood with them that if one of the pair 
left the office the other member of the pair had to stay 
in the office. In other words, no two of this pair could 
leave the business at the same time. He even arranged 
their luncheon hour in this manner. As a result of this 
arrangement there were always three officers and direc- 
tors on the job. 

Then he took up the question of absences with the 
heads of the various departments. He sent out a memo- 
randum to the heads of departments, telling them that 
he did not instruct any head of a department to ask for 
time off. He wished them to take whatever time they 
needed, and be reasonable about it. However, he did 
ask them, when they proposed to be away, just to dictate 
a memorandum to their stenographers that they would 
be away and send it in to his desk. By glancing over 
these memoranda the president could see just who was 
on hand and who was absent. He asked each head of a 
department who: had read this notice just to sign his 
initials to the notice and then the notice was returned to 
him. 

Some of the members of the old organization com- 
mented quite freely on this note of instruction. It was 
an invasion of their personal liberty. The idea of having 
to advise the president every time they took a few hours 
off! It was absurd! 

In all this talk there was one leader. This leader was 
a man who had been with the concern for many years 
He was supposed to be indispensable. He had built up 
the tradition among his fellow employees that he was 
indispensable. Suppose we call him Mr. Jones. Now. 
Mr. Jones was the leader of the opposition. All the 
employees who were “ferninst” the government watched 
Mr. Jones, and outside of business hours Mr. Jones told 
his fellow employees just what he would do and what 
he would not do, and they admired him prodigiously. _ 
Then along came another baseball game. The presi- 


dent received a number of slips of paper, announcing 
Three 


the heads of departments who would be absent. 
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of the directors were absent, but three stayed on the 
job. The president happened to be one of those whose 
turn it was to stay. That afternoon he glanced around 
some of the empty desks in the office and he noticed that 
Mr. Jones’ desk was empty. He checked up his small 
slips of paper announcing the coming absentees, but 
there was no paper from Mr. Jones. The president 
asked Mr. Jones’ stenographer where he was and she 
did not know. Mr. Jones had gone to luncheon and had 
not returned. 

The next morning the president called Mr. Jones into 
his office. “I notice that you were not here yesterday 
afternoon,” he remarked. “No,” replied Mr. Jones: 
“one of our leading salesmen was in town and I took 
him out to the baseball game.” “But,” said the president, 
“I failed to find any notice from you on my desk about 
leaving the office.” 

Mr. Jones was becoming peeved. His face was flushed. 
The back of his neck was red. The tops of his ears 
were scarlet. His breath came short. “I have worked 
for this house for thirty years,” said Mr. Jones. “I have 
given them the best years of my life, and now must I 
ask your permission every time I leave the office for a 
few hours?” “No,” replied the president patiently, “I 
did not ask you or any of the heads of departments to 
ask my permission, but I did ask you just to drop me a 
few lines, telling me that you would be absent. That 
does not seem a hard thing to do, nor does it seem to me 
to be unreasonable. Besides that,’ added the president, 
“I sent you instructions. You initialed this sheet as 
having received these instructions. Now it seems to me 
that if you had made up your mind that you were not 
going to obey these instructions the least you could have 
done would have been to come to my office and tell me 
why you thought the instructions were unreasonable. 
By leaving yesterday afternoon and not following these 
instructions you have just ignored the instructions and, 
in doing this, you have ignored the authority of the 
president of this company.” 

By this time Mr. Jones was quite angry. The door to 
the president’s office was open and all the other em- 
ployees of the office could see that Mr. Jones and the 
president were having quite a conversation. Mr. Jones, 
realizing his true value to the company, realizjng that he 
was indispensable and realizing how difficult it would be 
to fill his job, now gave the president an ultimatum. He 
said, “I guess if you wish me to send memorandums like 
that when I take an afternoon off, I might as well quit. 
I am getting pretty tired of all this red tape around the 
office anyhow.” 

The president lowered his voice. He smiled very 
gently. “Mr. Jones,” he said, “Do you mean that you 
are resigning to take effect at once?” “Yes, sir,” re- 
plied Mr. Jones, “I am through.” The president pushed 
a button and sent the office boy for the treasurer. When 
he arrived the president gently said, “Mr. Jones has re- 
signed, to take effect immediately. Give him a check 
covering his salary up to and including today.” 

Mr. Jones rose from his chair in a very dignified 
manner, then went out and was soon busily engaged 
talking to one of the other officers of the corporation. 
Soon this officer came into the president’s office. “Why,” 
said he, “Mr. Jones tells me you have just fired him.”’ 
“No,” said the president, “I haven’t discharged him. He 
offered his resignation to take effect immediately and I 
just accepted it.” “But,” said this officer, “Do you 
realize just how valuable Mr. Jones is, how many years 
he has been here? How can we get along without him.” 
“Well,” replied the president patiently, “It’s just a 
question of getting along without Mr. Jones or getting 


along without me. One of us had to get out of this 
business.” 

So Mr. Jones left. After that the employees who were 
in opposition to the management reasoned that if Mr. 
Jones’ resignation had been accepted it was certainly 
a sure thing that any other resignation would be ac- 
cepted. It was somewhat difficult to replace Mr. Jones, 
but finally by making certain changes and promotions 
the job was filled and the business managed to survive. 

Now, here is the point in this situation: Jones was 
doing more than anyone else to sow the seeds of discord 
in the organization. If his resignation had not been 
accepted, then a lot of the other employees would have 
had to be let out. It was much better in every way to 
get rid of the indispensable Mr. Jones. From that time 
forward the cliques and sets in the organization dis- 
solved. The business became a homogeneous working 
home. 

“Now,” I said to my friend, who did not know which 
plan of managing to adopt, “let me suggest that when 
you look over your organization you study the leaders 
very carefully. If you cannot make a leader work with 
you, if you cannot get him in line, then it is far better 
for him, for you and for the entire business, for him to 
get out. There are times when gentleness, persuasion 
and appeals to loyalty have very little or no effect. As 
a matter of fact, they have a bad effect. When this time 
comes, only a surgical operation relieves the situation. 

“There is one thing I have noticed about a strong 
management. Usually along with a strong management 
comes a strong, definite policy of business. If the man- 
agement is strong, then those who. are not in accord with 
the management naturally drop out. A strong manage- 
ment in a business automatically eliminates those not in 
accord with the management. On the other hand, a 
weak, uncertain and indefinite management seems to 
tend to build up opposition and trouble for itself. Re- 
bellions develop when the government is weak. Strong 
governments do not encourage rebels. 

One reason for the better results obtained by large 
corporations than the smaller businesses is because in the 
large corporations the personal element is largely elimi- 
nated. In a small business where employees and clerks 
are working intimately together, day after day, certain 
friendships, or social relations, are formed that are very 
difficult to break. It is very difficult, for instance, to 
eat lunch with a man and then immediately after lunch 
call him down for some of his shortcomings. It is 
doubly difficult for the head of a business to be a friend 
and a companion one moment and to be the “boss” the 
next. Ina small business this attitude of friendship af- 
fects efficiency. In a large corporation, where men are 
very busy and where their contacts with other men are 
simply about business and not along social lines, the 
conversations are usually more to the point, and it is a 
question of results and nothing but results. 

I often notice, when I stop in a chain cigar store, that 
certain men are there taking inventory. These men are 
concentrating all their time and energy on their work. 
Headquarters wishes to check up a list of stock on hand. 
There is no foolishness about it. The work must be 
done and the figures must be produced. 

Now, on the other hand, in a small business there is 
a lot of dilly-dallying. Important work is postponed. 
There is no one higher up checking the inventory and 
other figures and results of the business. In the case of 
the larger corporation there is real management, a real 
definite end in view. In the other case, a good many 
small businesses are more like social clubs or family 

(Continued on page 99) : 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Convention, Atlantic City, N. J., Oct. 15, 16, 17, 18, 
1928. Headquarters, Hotel Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Avenue, 
New York City. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Hotel Marion, Little Rock, sometime in May, 
1929. L. P. Biggs, secretary, 815-816 Southern Trust 
Building, Little Rock. 

CALIFORNIA Retait HarpwareE & IMPLEMENT AsSo- 
CIATION CONVENTION, San Francisco, Feb. 12, 13, 14, 
1929. LeRoy Smith, secretary, 112 Market Street, San 
Francisco. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1929. Place to be announced later. Henry S. 
Hitchcock, Woodbury. 

Itt1no1s RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, IIl., 
Feb. 12, 13 and 14, 1929. P. M. Mulliken, managing 
director, Elgin, III. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. 
Sheely, managing director, 911-913 Meyer-Kiser Bank 
Building, Indianapolis. 

Iowa RetaiL HARDWARE ASSOCIATION CONVENTION 
AND Exursition, Hotel Savery and Des Moines Coli- 
seum, Des Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, 
secretary-treasurer, Mason City. 

Kentucky Harpware & IMPLEMENT ASSOCIATION 
CONVENTION AND ExursiTIon, Seelbach Hotel, Louis- 
ville, Jan. 22, 23, 24, 25, 1929. J. M. Stone, secretary, 
202 Republic Building, Louisville. 

LouISIANA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Mansfield, June 17, 18, 19, 1929. 
Guy Nason, Secretary, Starkville, Miss. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Detroit, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Hotel Statler. Exhibit at Convention 
Hall. A. J. Scott, Secretary, Marine City. 

MINNESOTA RetarL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 19, 20, 21, 22, 1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

Mississ1PpP1 ReTaiL HARDWARE AND IMPLEMENT 
AssociATION CoNvVENTION, Gulfport, June 10, 11, 12, 
1929. Guy Nason, Secretary, Starkville. 

Missourt RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExnursiTion, Hotel Statler, St. Louis, Jan. 
21, 22, 23, 1929. F. X. Becherer, secretary, 5106 No. 
Broadway, St. Louis. 

MounTAIN STATES HARDWARE AND IMPLEMENT 
AssocIATION CONVENTION, Denver, Colo., Jan. 15, 16. 
and 17, 1929. Headquarters to be announced later. W. 
W. McAllister, secretary-treasurer, P.-O. Box 513, 
Boulder, Colo. 

NaTIONAL HarDWARE ASSOCIATION CONVENTION, 
Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. Head- 
quarters, Hotel Marlborough-Blenheim. George A. 
Fernley, secretary-treasurer, 505 Arch Street, Phila- 
delphia, Pa. 

NatTionaL House FurNISHING MANUFACTURERS 
Association CoNnvENTION, Stevens Hotel, Chicago, IIl., 
Jan. 14, 15, 16, 17, 18, 19, 1929. Warren Edwards, 
secretary, 189 W. Madison Street, Chicago, III. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit will be at 





the University Coliseum. Hotel headquarters will be 
announced later. George H. Deitz, secretary, 414-419 
Little Building, Lincoln. 

New EncLanpD Harpware DEALERS’ ASSOCIATION 
CoNnvENTION, Mechanics’ Building, Boston, Feb. 20, 21, 
22, 1929. Geo. A. Fiel, secretary, 80 Federal Street, 
Boston, 9. 

New York STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Rochester, Feb. 5, 6, 
7, 8, 1929. Hotel headquarters, Powers Hotel. Exhibit 
at Edgerton Park. John B. Foley, secretary, 412 City 
Bank Building, Syracuse. 

NortH Dakota Retatt HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. C. N. Barnes, 
secretary, Grand Forks. 

Ou1o HARDWARE ASSOCIATION CONVENTION AND 
ExuIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 
1929. Headquarters, Gibson Hotel. James B. Carson, 
secretary, 315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Jan. 29, 30, 31, 1929. Chas. L. 
Unger, secretary, 207-208 Bloomfield Building, Okla- 
koma City. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Amarillo, Tex., April 8, 9, 10, 1929. 
C. L. Thompson, secretary, Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC. CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 
1929. Sharon E. Jones, secretary, 610 Wesley Building, 
Philadelphia. 

SoutH Dakota Retail HarpWaARE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASsSOCIA- 
TION CONVENTION, Los Angeles, Feb., 1929. Definite 
dates to be determined later. H. L. Boyd, secretary, 
508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15 and 16, 1929. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Bldg., Atlanta, Ga. 

Texas HarpWARE & IMPLEMENT ASSOCIATION CON- 
VENTION, Dallas, Jan. 22, 23, 24, 1929. Dan Scoates, 
secretary, College Station. 

ViRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. 
Thos. B. Howell, secretary, 602 Broad Street, Richmond. 

West VirGINIA HARDWARE ASSOCIATION CONVEN- 
TION AND ExHIBITION, Fairmont, Jan. 22, 23, 24, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg., 
Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, Kansas City, 
Mo., Jan. 15, 16, 17, 1929. Hotel President, general 
headquarters. Sessions will be held in Missouri Theater, 
and the Western Hardware Show will be held in Con- 
vention Hall. H. J. Hodge, secretary, Abilene, Kan. 

WIsconsIN RetatL HARDWARE ASSOCIATION COXK- 
VENTION AND ExuIsiTIon, Auditorium, Milwaukee, Feb. 
5. 6, 7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. 
Exhibit manager, George W. Kornely, 1476 Green Bay 
Avenue, Milwaukee. 
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FTER  foot- 
ball comes 
basketball. 

The dealer who has 
attracted football 
interest to his store 
is in a better position to corral the basketball trade than 
the dealer who let the great fall sport slip by. The 
first step toward winning the basketball (or any other ) 
trade is to have a definite schedule. 

First; compile a list of those persons who are inter- 
ested in equipping basketball teams, particularly coaches. 
If basketball teams in your community do not have 
coaches in the accepted sense, list the business managers 
and captains. Anyway, get the active leaders of the 
team. 

In the smaller schools it is well to put the superinten- 
dent or principle on the list. If the team represents an 
industrial establishment, put on your list the officer or 
employee of the plant who carries on with the head of 
the establishment or whoever authorizes the team to 
play under the plant name. 

About Nov. 15 mail to this list an invitation card or 
letter for these men to drop in and inspect your stock of 
balls, uniforms and other equipment. This invitation 
may be more or less formal and should not be too strong 
as a sales effort. At this time, the basketball leaders are 
usually making their plans. 

About a week or ten days later, mail to this same list a 
strong letter on the uniforms you sell. Tell them how 
good they are and either state or indicate your prices. 

Just before the opening of season, show a good win- 
dow display and then when the season is well underway, 
repeat with another display. Make these displays as 
striking and as lifelike as possible. Keep in mind that 


Basketball Players 


Are Good Customers 


A Definite Program to Bid for Trade of This Winter 
Sport Will Bring Good Returns 





appeals 
men and 


basketball 
to both 
women. 

During this 
period run_basket- 
ball newspaper ad- 
vertisements and post in your windows or in the store 
basketball announcements. Keep a file of newspaper 
announcements of organized teams and such informa- 
tion. Help teams to get games and make your store 
headquarters for basketball information. 

These things are not difficult. If you find any hurdles 
in carrying them out, ask the manufacturer of the mer- 
chandise you sell for help. Some manufacturers have 
an entire program laid out and do everything for you 
except making up the list, supplying -the stamps and 
mailing. 

Basketball is in high favor in high schools, colleges 
and such organizations as Y. M. C. A., American Legion, 
K. of C., athletic clubs and industrial plants. If the 
industrial plants in your community have not adopted 
this sport. see what you can do as to organizing an 
industrial league. 

A salesman who is an enthusiast for a sport like 
basketball seldom has trouble in organizing several teams 
and later a league and starting a championship schedule. 
His chief requisite, after an enthusiasm and understand- 
ing of the sport, is a willingness to attend meetings at 
all sorts of hours and in all sorts of places, being patient 
while the ambitious players express opinions as to the 
organization. 

After this period of inactivity and talk, the salesman 
should take charge and run things, decide questions and 
referee all sorts of disputes. Above all, he should get 
a responsible member of the firm to back him. 
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OR every” = gun 
owner who awak- 
ens these crisp, fall 

mornings with the hunt- 
ing urge there are 400 
who awaken with the 
same urge but who have no gun. It is your job to ac- 
celerate this urge to the point where this man will come 
into your store, buy the gun, shells and other equipment 
necessary to this kind of hunting and go forth in the 
autumn woods and fields. 

Any merchant who persuades a man to carry out this 
perfectly natural ambition to hunt is doing a favor to 
all concerned. A few days in the open will do the man 
who was urged on a lot of good. The satisfying of this 
longing will make the man happier. The days in the 
open will lend him energy for his imposed. daily tasks. 
The days in the open will also bring him nearer to nature 
and a man is always better for that experience. 

Then there is the other side. You will benefit your- 
self by exciting this hunting urge to the gun-buying 
point by adding to your volume of trade. You will 


The window shown above could not fail to attract attention. 


There Are Hundreds of Men Thinking of Guns 
and Hunting and the Merchants’ Job Is to 
Stir These Dreamers into Action 


have done more than 
that—for you will have 
added this man to your 
list of annual customers 
A man quickly and easily 
gets the habit of hunting 
and once he gets it he seldom quits. As long as he 
hunts he will need supplies for the season, new guns oc- 
casionally and more and better equipment. If your 
merchandise is good and you do not Oversell it, this 
man will become a regular hunting and hardware cus- 
tomer of your store. 

How to give this man the added spark that transforms 
him from a day dream hunter into the actual carrier of 
a gun: 

One means is within the reach of every hardware 
dealer : 

Put your arguments in your show windows. Fall 
foliage is one of the chief requisites of a hunting win- 
dow. Any merchant can get plenty of fall foliage to 
transform his window space into a camp scene. Well- 
colored leaves will turn the trick. Oak, schumach or 
the yellow or brown beech. You can easily roof and 


Without elaborate display material, Lofton 


Burnette of the Tom Padgitt Co., Inc., Waco, Tex., has put into his display many alluring suggestions. 
Ammunition is, of course, the basis of hunting and by inference he turns the thought te accessories 
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the hunt. The buffalo head is an historic one. 





A window display like this in the store of Allabough & Son of Ridgewood, N. J., carries the lure of I 
In life it served as model for the head on the buffalo nickels 





the woods and the thrill of 








sidewall the windows 
with this material and 
hunters and non-hunters 
will stop to look at it 
longingly. 

The center can be 
what you like for your 
community. A shock of 
corn and a few pumpkins carry 
one suggestion, a camp fire scene 
another. The same setting will 
serve for several center displays. 

The suggestion of a tent entrance 

in one corner of the window 

will make hundreds of men long / 
for a night out in the crisp, : fg 
frosting air. 

If you have the display figures on which to show the 
clothing, so much the better. If you have not, merely 
hanging a hunting coat, a heavy sweater and a pair of 
hunting boots in the picture carries the suggestion. 

Big game heads or mounted small game help a lot. 
Perhaps you have none, many hardware dealers have but 
some have not. Then take advantage of the pride of 
the hunters of your community. Somewhere in your 
community there is a man who has had evidences of his 
hunting prowess mounted and he is proud of them. He 
will loan these to you for display and your cost will be 
the preparation of a credit card telling the public who 
killed this mighty animal. 

We believe, after talking to many men, that it is the 
secret ambition of a great majority of men to be able 
to tell hunting stories of their very own. 


To tell of the best meal they 
ever ate, cooked in an open space 
in the woods, over a smoky fire 
and that “‘nothing but bread came 

from a store!” The meat 

was the game or fish, the 

\ salad was a frost-ripened 

“SA tomato and the dessert 

was persimmons, hard 

apples or a melon _for- 

gotten in the field. Vegetables, if any, were potatoes 

left in the field or an ear of corn that had not ripened 

before the field was cut, and in either case the cooking 

was accomplished under the ashes while.the rest of the 
meal was being cooked over the flame. 

These are the stories men like to tell around the steam 
radiator. 

The merchandise in these windows should carry an 
indication of price. It is a fact that most men who do 
not buy hunting equipment think of it being much more 
expensive than it is. This, probably, is due to our per- 
fectly natural inclination to boast or exaggerate. All 
of us are guilty. When we talk of our own hunting 
equipment or that of our acquaintances, we will pass up 
mentioning the value of his ordinary priced equipment 
and speak only of the $250 gun, the $20 hunting coat, 
the $25 fishing rod and $50 reel, and the person listening 
may not know that a perfectly serviceable gun can be 
bought for $35, coat for $7, reel for $3, and rods priced 
at less than $1 often land big fish. 

So we suggest that the lower range of values be in- 
dicated in your display. The man outside, looking in, 

(Continued on page 97) 
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HE Boyce 

Hardware 

Co., Port Hu- 
ron, Mich., more 
than trebled its 
sports goods vol- 
ume in 1927 over 
the previous year 
because S. L. Boyce 
spent a thoughtful 
half hour musing 
over the benefits of 
his electric cleaner 
department. And 
this year, carrying 
on along the plan 


the same depart- 
ment gained 26 per 
cent in the first five 
months over the 
handsome gain of 
previous year. 

“Let’s see, now,” 
thought Mr. Boyce 
that afternoon in 
the fall of 1926. 
“We've handled 
electric cleaners 
four years. The 
department has produced a yearly average of over 
$10,000, and that’s a pretty decent contribution to our 
annual volume. It has produced a profit each year. It 
has brought new customers. It has been the means for 
restoring as customers many who, for one reason or 
another, faded from our books and disappeared from 
our store.” 

The number of those who had become customers 
through the activity of the factory salesman in charge 
of electric cleaners was substantial—no need to check 
the exact total. The number of those restored as cus- 
tomers was likewise goodly. 

“Let’s review this matter,” he said to himself. “How 
is the department conducted? How do we get sales? 
Just what is it that makes it a successful department ?” 

There were a number of reasons, Mr. Boyce found, 
for the success of the cleaner department. These are 
those he listed: 

(1) UNDERSTANDING THE NEED.—Realiza- 
tion on the part of the store management and on the 
part of the man who sold it, of the home’s need for this 
appliance. 

(2) LOCATION.—The cleaner was well located in 
the store, being to one side and just within the door, 
where it could benefit from all traffic entering the store. 

(3) DISPLAY.—It was displayed in the windows 
regularly—always at natural-demand seasons, such as 
spring and fall house cleaning, and Christmas, etc. 

(4) ADVERTISING.—It was featured in news- 
paper space every other week. At Christmas time a 
showing was made on the poster boards about town. 
(The manufacturer provided the paper and paid a share 
















; Q7 This is the sports goods department Mr. Boyce developed. From left to right are the three 
adopted in 1927, trade expansionists; George Morrow, electric cleaner salesman; Frank Stoner, store ad- 
vertising manager who carried out the eye —_ selling plan, and 8S. L. Boyce who did was available than 

the thinking 


Boyce Triples Sales 
of Sporting Goods 


Application of Methods That Were Successful with Electric 
Cleaners Proved Winner for Port Huron Store 






of the posting cost 
as well as a share 
of the newspaper 
cost.) 

(5) ENCLO- 
SURES. — Folders 
were enclosed with 
statements 7 to 8 
times a year. (This 
was, possibly, more 
frequent than nec- 
essary. Yet mate- 
rial suitable for en- 
closure was fur- 
nished on few other 
lines and it was 
better to use what 


let a mailing go 
without en- 
closures, ) 

(6) DISTRIBU- 
TION OF SPE- 
CIAL ADVER- 
TISING.— Broad- 
sides were distrib- 
uted once or twice 
yearly when the 
cleaner was offered 
to the public at a 
reduced down-payment. School boys distributed these 
and the salesman made quick follow-up calls. (This 
material, too, was furnished free; all that Boyce need 
pay for was the distribution. ) 

(7) CONCENTRATION OF SALES EFFORT.— 
The actual selling effort was made by a man whose pri- 
mary task was to demonstrate and sell electric cleaners. 
True, he sold washers and ironers, too, but only inci- 
dentally and occasionally—the cleaner was his main job. 
The salesman hunted up prospects in their homes; 
showed, on their own rugs, what a time and labor saver 
the cleaner is; proved how regular cleaning with the 
suction sweeper preserves rugs. No wonder people 
bought cleaners—it was to their self-interest to do so! 

The first and last points—all others hinged on them— 
were why sales resulted. The merchandise was under- 
stood and appreciated by those concerned with selling it 
and was brought to prospects, was shown and then met 
with acceptance. 

Three-fourths of the total volume, Mr. Boyce had 
heard tell, was dug-up on the outside. Hm! Here was 
something worth considering ! 

Since the outside activity was so productive on electric 
cleaners, couldn’t the same merchandising practice be 
adapted to some other line? Why not? There were 
sports goods, for instance, and builders’ supplies, paints 
and the like. It was worth trying. 

Mr. Boyce called in Frank Stoner who, among other 
duties, had charge of advertising, and together they dis- 
cussed the possibilities of building up the sports goods 
section. 

(Continued on page 97) 
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Building the Christmas Sales Peak 


HILE toys are all-year merchan- 

dise, Christmas always has been, 

and probably always will be the 
harvest time of toy merchants. Despite 
“shop early” signs and the trade 
benefits they have brought about, there 
are late purchasers who rush around 
more or less breathlessly and thought- 
lessly at the last moment “hunting 
something for Minnie.” 

These customers can, most years, 
make or break the profit from your stock of toys. It is 
this rush that cleans out the stock. These people will buy 
the odds and ends of your stock that did not appeal to 
the more thoughtful early purchasers—those who had the 
welfare of the child in mind. 

Getting these people into your store is a simple task. 
It is a by-product of getting the early and more thought- 
ful customers to come and buy early. It is simply the 


task of leading all of the people of your community to 


99 66 


think of your store as “Santa Claus Store,” “Toy Head- 
quarters” or whatever term you may choose for your 
advertising. ; 

Get at least a part of your display ready early. It is 
not too soon now to begin displaying standard toys with 


bits of Christmas decorations. Get the children inter- 
ested and they will tell their elders. The children will 
study your windows and then bring parents around to see. 

Then back up this early display with some advertis- 
ing. Begin with small space as a part of your regular 
advertising and work up to a big smash in December. 
The main idea is to get your store associated in the minds 
of the people of your community with toys; so that both 
children and grown ups will think of the hardware store 
in connection with toys, just as they connect it with the 
big roasting pan they want for the Christmas turkey. 

If you do this job well, the early shoppers who be- 
lieve rightly that proper playthings may have a definite 
and beneficial effect upon the mental development of the 
child will come, look over your stock and buy from you 
—if you have bought intelligently. These customers 
buy well made, well thought out toys. If you get these 
customers you will also get the late ones. 

In order to help those merchants who want to carry 
out an attractive advertising campaign for the Christ- 
mas Sales Peak, HARDWARE AGE commissioned some toy 
artists to prepare a series of 84 illustrations, a few of 
which are used on this page. These are distributed to 
the first applicant in each trade community who ts willing 
to pay a nominal price for the service. 

Such cuts will aid the 
dealer in overcoming that 
frequent fault in toy ad- 
vertising of using as illus- 
trations chiefly the newer 
novelties. These illustra- 
“tions run largely to the 
basic lines which carry the 
spirit of Christmas and 
not the technic of the toy. 

Illustrations are vital to 
successful toy advertising. 
Even small children see 
toy pictures in newspapers 
and demand that some one’ 
read about it. 
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Below—One 


finishing touches 


OST of us can remember the time we lined 

up the dining room chairs as coaches for a 

make-believe train, while Dad’s big armchair 

represented a locomotive, and the coal scuttle 
served as the tender. Those were happy days, despite 
the fact that we had no such advantages as miniature 
electric trains, ready-made tracks, model railway stations 
and other complete equipment which the modern boy 
has at his command today. 

But the spirit of boyhood has not changed a bit. There 
is still something about a railroad that fascinates the 
average youngster ; there is still an indefinable something 
that makes every boy yearn to be a conductor or an 
engineer. It is a part of the heritage of youth. 

It is therefore easy to understand why the 1200 Boy 
Scouts of a certain Scout camp in New Jersey eagerly 
cooperated in the construction and operation of two 
miniature railway systems. It also accounts for the 
enthusiasm over the rival train race which ended the 
demonstration. 

But we are ahead of our story. It happened as fol- 
lows: John E. McCrady, the resourceful sales manager 
of the Dorfan Manufacturing Co., Newark, N. J., was 
trying to evolve some plan for cultivating the natural 
boyish enthusiasm over railways and thereby building 
up the business of hardware merchants who sell minia- 
ture railway equipment. Then came the big idea: Why 
not stage a demonstration at some convenient Boy Scout 
camp and let the Scouts, under proper direction, do the 
actual construction work ? 

He immediately took steps to put the plan into execu- 








Under Competent Supervision, Scouts 
Construct Two Miniature Electric Railway 
Systems and Stage Thrilling Train Race 


tion at Camp No-Be-Bo-Sco in the lake re- 
gion of New Jersey. First of all, picture a 
great boys’ camp, with hundreds of acres of 
mountainous woodland surrounding the 
rugged shores of a cool nestling lake. Here 
one finds the usual feature of a wide, white 
sand beach fringing one end of an otherwise 
rocky shore line. Flowing midway through 
the beach a mountain brook winds its way 
to the lake. In just such a setting is the 
great boys’ camp located, and during the 
summer of 1928 it housed 1200 healthy, 
happy American youngsters. 

McCrady’s plan embraced what might 
also be termed a course in railroading. It 
included, in addition to actual construction 
work, talks on railway history and some of 
the great feats of railway building; an ex- 
planation of the economic and social changes 
growing out of railway extension; detailed 
lessons in railway building, the need of thor- 
oughness, the reasons for bridges and tunnels, the 
methods of operation, the needs of systematic schedules 
and other educational features. 

In these studies miniature equipment was used for 
illustration, and finally the boys were organized into 
“gangs” for the actual construction and operation of two 
railway systems, on which was to be staged a realistic 
train race. Naturally this caught the interest and fancy 


of the boys, with the result that enthusiasm grew con- 
stantly from the start and reached its climax in the race. 

A truck load of engines, trains, tracks and equipment 
were unloaded, and the rival gangs, under boy construc- 
tion engineers, started laying the roadbed and tracks for 












































HARDWARE AGE for OCTOBER IT, 1928 69 














tudy “‘Railroading”’ 

















Then came the preparations for the race. First, 
there was a study of the rolling stock. As the Dorfan 
engines used in the demonstration are so constructed 
that they can be easily taken apart, the boys competed 
in taking them apart and reassembling them. The 
wjnner in this competition did the job in three min- 
utes and seven seconds, without any previous instruc- 
tion ; in fact, all the boys accomplished the task inside 
of the four-minute limit. 

With the study of rolling stock completed, the 
electricity was hooked up and the race started. One 
group of boys manned the Red train, while the other 
was assigned as officials of the Green train, and the two 
trains roared 
away to a flying 
start, urged on 
by loud and par- 
tisan cheers. 

Five times 
they ran around 
the ovals in true 
“railroad” form, 
and it was a de- 
cidedly close 








Above—There were real prob- 
lems in building the roadbed 
over the brook. At right—J. E. 
McCrady explaining an item of 
equipment to a class of boys. 
Below—The “take apart” con- 
test was staged at the edge of 
the lake to accommodate a 














race. Who won? 
We don’t re- 
member ; in fact, 
the men specta- 
tors were so in- 
terested in the 





large number of 


boys that they 





spectators almost forgot to 
note the winner. 
the “New York Central” and “Pennsylvania” railroads. One thing they did note, however, was the enthusiasm 


Under the supervision of Chief Construction Engineer of normal healthy boys for play equipment of this type. 
McCrady the tracks were laid in true professional man- It proved conclusively that merchants who adopt similar 
ner, forming two great parallel ovals, with the railroads | demonstrations will never fail to get 100 per cent coop- 
stretching from one end of the beach to the other. The eration from both the boys and their parents. _ 
interlocked ovals required the crossing of tracks, and that From such cooperation comes sales and profits to those 
in turn necessitated tunnels and overhead tracks; the hardware merchants who foster it. 


brook was crossed 
twice, requiring bridges. 
The speed made pos- 
sible by the long 
stretches of track made 
it essential that the 
curves be well banked. 
Since the heaviest type 
of miniature rolling 
stock was used, all con- 
struction was thorough 
and substantial. 

All these require- 
ments were explained 
to the boys when the 
construction gangs were 
organized, and the 
friendly rivalry was 
encouraged by grading 
the gangs on speed and 
efficiency of their work. 









bp nallipinite crs-0 or 58. 
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Cash Register and 3 Coin Bank 


Uncle Sam's new Cash Store Register is 
manufactured by the Durable Toy & Nov- 
elty Corp., 220 Fourth Ave., New York 
City. The tiniest tot can work this regis- 
ter with a slight pressure of the finger. 
Imitation money—nickels, dimes, quarters, 
half dollars and dollars—made of heavy 
steel are included with each register. 

The pressure on the key causes the bell 
to ring, the drawer to open and the flasher 





to register the amount. Made of steel 
with a black enamel finish, ornamented in 
gold. It has been built to stand rough 
handling and is said to be rustless and 
mechanically fool-proof. 

The company is also manufacturing 
Uncle Sam’s 3-Coin Registering Bank, 
which rings, registers and adds. It rings 
once for nickels, twice for dimes and five 
times for quarters. The bank locks and 





| 





| 
| 


| 
| 
| 
| 
| 


| 60. in. 
| 36 in. in length and is made of canvas. 


unlocks automatically and is said to be | 


completely self-contained. Although it 
holds $50, it opens at every $10. There is 
a special opening at the bottom for bills. 
Made entirely of steel, ornamented in gold 
and finished in black or mahogany enamel. 
Weight 2% Ib. 


The Sally Ann Jax Set 


An especially attractive Jax Set has 


been offered to the trade by The Kilgore | 


Mfg. Co., Westerville, Ohio. This set is 





convenient to handle, as there are no loose 
Jax to spill or count. 
The Sally Ann Jax Set consists of six 


| 





No. 2 Silvery Jax and one lively sponge | 


rubber ball, 1 in. in diameter. The Jax 
are brightly finished with a heavy nickel 
plating. Sally Ann Jax Sets are packed 
Y, gross to a carton, 5 gross to a shipping 
carton, weighing 55 Ib. 





New True Temper Fishing Rod 


In response to many requests for a joint- 
ed solid steel fishing rod, The American 
Fork & Hoe Co., 1623 Euclid Ave., Cleve- 
land, Ohio, has placed such a True Temper 
Fishing Rod on the market. This rod 


was put out so that it could be more 


Q 














conveniently carried than the 

The strength of the jointed tip does not 
equal that of the one-piece tip, but the rod 
has the same balance as the one-piece rod 
and there are no awkward stiff spots. The 
jointed solid steel rod is being made in 
several grades and styles. In most cases 
the over-all length of the tip is 35 in. and 
the length of the assembled rod and handle 
The carrying case’ measures about 


Meccano 


New 


A very complete miniature motor chassis 
can be built with parts manufactured by 
the Meccano Co., Inc., Elizabeth, N. J. 
This chassis is not only an excellent ex- 


one-piece | 
True Temper rods of 4% or 5 ft. lengths. | 


Nesser’s Top Pocket Golf Bag 


A new golf bag for the 1929 season has 
been produced by Nesser & Co., 1436 West 
Randolph St., Chicago, Ill. The special 

| feature of this bag is a roomy pocket for 





balls, tees, etc., placed conveniently at the 
| center top instead of the usual side loca- 
tion. This pocket also serves to separate 
the wood from the iron clubs, and appeals 





| to women, as it provides a handy place for 
| carrying the ever-necessary compact and 
| other feminine accessories. 


| 
| 

| This is a neat-appearing bag, well con- 
| 


| structed, and can be advantageously used 
| for self-caddying. The Nesser line for 
| 1929 consists of 50 styles of bags and more 
than 100 sizes. 


Motor Chassis 


a three-speed forward and reverse gear 
| box and uses the Ackermann principle for 
| steering. There is a friction clutch, torque 
| rods, internal-expanding brakes, foot brake 





ample of the adaptability of the Meccano 
parts, but is also a good example of the 
educational value of the Meccano system. 
The chassis embodies numerous improve- 
ments upon models of a similar type that 
have been constructed previously. It has 


| on cardan shaft, a radiator fan, semi-cllip- 
tic laminated springs, disc wheels and Dun- 
| lop tires. A four-volt electric motor pro- 
vides the power to drive working 
model, which demonstrates actual 
working of a motor car. 


this 
the 
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EXICAN hardware dealers are confronted with 

many of the problems which face the retail mer- 

chants of this country and find their solution in 
applying the same remedies as do the hardware merchants 
of the United States. Local competition, newspaper ad- 
vertising, merchandise display and arrangement must be 
seriously considered in Mexico as well as in the United 
States. 

Down in Guaymas, in Sonora, that State just south of 
Arizona, is located the retail hardware business of Arturo 
Morales; it was founded in 1898. It is now conducted 
by his son, A. Morales, Jr., and son-in-law, A. Cubillas. 
The founder retired to Los Angeles, Cal., several years 
ago. 

Competition in the retail hardware business is very 
keen in Guaymas, as there are three other hardware 
stores in this town of 8000 population. In order to 


secure its share of business, the Morales house has 
adopted many modern ideas in merchandising. The 


stock is well displayed, demonstrations are often held 
and advertisements appear frequently in local papers. 
Heating of a building is not a problem in this section of 
Mexico. 


The Morales store has been designed to pro- 


N order to identify the ownership of tools and to 
guard against theft, an enterprising New Jersey 


hardware merchant marks the iron tools which he sells 
to customers with their name or distinctive mark. 
Builders and mechanics have found this service of 
great benefit, and their interest has resulted in an in- 
creased volume of business for the retail store. 
To mark iron tools cover the selected spot with tallow 
or beeswax, which has been heated so that it will thor- 








New Jersey Dealer Marks Iron Tools for Customers as Guard Against Theft 


Modern display and arrangement of stock as well as all other up-to-date methods must be given consideration in Mexico as well as in the United 
States. Arturo Morales is doing that very thing and finds it profitable 


60% American Merchandise Sold 
in This Mexican Store 


vide a good circulation of air, for coolness is as enticing 
to Mexican patrons as a cool theater is in this country 
during the summer months. Display cases, counters and 
open displays are well in view, featuring many items of 
American manufacture. The firm has found that it is 
sasier to sell an American made quality tool than one of 
a cheaper manufacture. The major part of the Morales 
stock is of American make. Goods from Germany, Bel- 
gium and England are also handled as are articles of 
Mexican manufacture, including nails, galvanized staples, 
wood screws, iron bolts and bars of iron. 

It is estimated that 60 per cent of the Morales stock 
comes from the United States, 25 per cent from European 
countries and the remaining 15 per cent from Mexican 
manufacturers. A branch store is operated at Cajeme, 
also in the State of Sonora. This town is best known 
for the late Gen. Obregon’s agricultural holdings nearby. 

Mr. Morales and Mr. Cubillas are conducting a mod- 
ern Mexican hardware store and are trying to sell their 
customers the best of hardware, under the most pleasant 
conditions, even to the installation of stools, upon which 
customers may rest while making their purchases. This 
is a customary feature in most Mexican stores. 


oughly covers the surface. When the wax cools, take an 
awl, ice pick or some other pointed instrument and write 
the name or figure on the wax, scratching off enough to 
expose the iron. Then carefully pour nitric acid over 
the wax. Allow this to soak for a few minutes and 
be very careful that the acid does not come in contact 
with hands or clothes. After the acid has stood for a 
few minutes wipe the wax off, and a clear marking will 
remain indelibly on the iron. 
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Bob Murray Tells Experiences to New York 
Hardware Boosters 


Opening the fall season with a bang, 
the New York Hardware Boosters, forty 
strong, heard a most interesting true story 
of retail hardware merchandising, from 
R. J. (Bob) Murray of Honesdale, Pa. 
The meeting was held Saturday, Sept. 29, 
at the Hardware Club, New York City, 
with Chief Booster Fred B. Hinchman, 
John Russell Cutlery Co., presiding. 

Mr. Murray, a past president of the 
Pasha, told how the Murray company in- 
troduced in its advertising and selling a 
touch of personality, an atmosphere of 
friendly interest and a genuine desire to 
be of service to the people of Honesdale 
and surrounding country. Its advertising 
in local papers was really a store news- 
paper within a newspaper, the speaker said. 
This style permitted a human angle so 
necessary to carry out the company’s idea. 
The copy was handled in news style, which 
mentioned customers of the store and tied 
up some department in an advertising 
way. When a man made a purchase of a 
cream separator, for example, the adver- 
tisement news item told how this man 
was an efficient dairy farmer who must 
have the best, so he bought blank sepa- 
rator, etc. 

The speaker urged salesmen to study 
the dealers’ problems and to help dealers 
become better merchants. He said the 
opportunity to do this for mutual gain 
was particularly true in the country sec- 
tions. 

Mr. Murray told the Boosters of the 
now famous “Murray Day” party, an 
annual event which brings people from all 
over Wayne County, Pa., to Honesdale 
for a full day. This party has been a big 
boon to all kinds of business in the town 
and has helped the merchants of Honesdale 
double several times their usual gross 
sales per year. In other words, he said, 
it has made Honesdale a real shopping 
center. 

L. A. Howell, cashier of the National 
Bank of Honesdale, was also present as 








a guest. He corroborated the story of his 
fellow townsman and offered a few humor- 
ously arranged pointers for business men. 

Seymour N. Sears, Tucker Co., presi- 
dent of the National Council of Traveling 
Salesmen’s Associations, told of that or- 








R. J. (BOB) MURRAY 











ganization’s work and commented on the 
progress of the proposed National Sales- 
men’s Home in Winston-Salem, N. C. 
Will J. Graham, Francis Keil & Sons, re- 
ported as chairman of the Boosters com- 
mittee for raising funds for this latter 
project. 

Past Chief Chas. Pincus, Stanley Works, 
advised the Boosters that the annual 
Christmas party would be held Dec. 15, 
and that all donations should be sent to 
L. C. Warager, Brush Bros., 258 Broad- 
way, New York City. , 





The Hoover Co. Celebrates 20th 
Anniversary of Cleaner 


During the month of October, The 
Hoover Co., North Canton, Ohio, is ob- 
serving the 20th anniversary of the Hoover 
Electric Cleaner. More than 2,225,000 
Hoovers have been sold during this time 
and the public has invested more than 
$150,000,000 in them. 

In 1908 there were no guide posts to 
show the way, as the company had to pio- 





neer in engineering as well as marketing | 


this new device. About 5,000 of the first 
model Hoovers were made and _ sold. 
Model S. Senior was brought out in 1909 
and the Junior model followed in 1912. 
The Hoover Special was first presented in 
1914 and Model N came out in 1916. Other 
models were brought out from time to 
time, until in 1926 the Model 700 was in- 
troduced which featured positive agitation. 





Early Hoover models weighed 69 Ib. 
while the newest machines are about one- 
fourth as heavy. All cleaners are manu- 
factured entirely within the company’s 
factories at North Canton and Canton, 
Ohio, as well as Hamilton, Ontario. Pro- 
duction facilities allow for the manufac- 
ture of a cleaner within seven hours after 
the receipt of raw materials at the plant. 


Flint & Walling Mfg. Co. 
Issues Catalog No. 130 


Flint & Walling Mfg. Co., Kendallville, 
Ind., has published Catalog No. 130, de- 
voted to its “Star” windmills and “Hoosier” 
pumps. It is a well-prepared catalog, pro- 
fusely illustrated, and in addition to de- 
scribing and illustrating the windmills and 
pumps, shows many parts and accessories 
for these and kindred items. 





National Contest for Boys An. 
nounced by the Dorfan Co. 


The Dorfan Co., 135 Jackson Street, 
Newark, N. J., manufacturer of electric 
toy trains with take-apart engines, has an- 
nounced a national contest open to all boys 
between the ages of seven and sixteen 
years, in the United States and its pos- 
sessions, and Canada. 

The contest is based on information con- 
tained in the Dorfan Official Contest 
Folder, which is supplied to the boys, free 
of charge, by the local dealers. Each 
contestant is to answer five questions, 
from the information contained in the 
folder. The first four questions deal with 
railroad facts, and may be answered in a 
few words. The fifth question deals with 
Dorfan trains, and is to be answered by a 
short essay of not more than 100 words. 

All answers must be in the handwriting 
of the contestants, and will be judged ac- 
cording to quality, spelling, accuracy and 
neatness. 

Contestants are not required to own a 
Dorfan train in order to compete. They 
simply obtain free holders from the deal- 
ers and answer the five questions based on 
information contained therein. 

Prizes will be awarded to the total 
value of $2,000. The contest opens Nov. 
1, 1928, and closes Jan. 10, 1929. The 
awards will be made Feb. 1, 1929. 

The judges of the contest are: Dr 
George J. Fisher, national field director, 
Boy Scouts of America; J. E. McCrady, 
The Dorfan Mfg. Co., Newark, N. J.; 
Milton A. Stoddard, Blaker Advertising 
Agency, Inc., New York, N. Y. 

The contest originated as a result of 
the interest displayed by boys in a dem- 
onstration and electric toy train race, con- 
ducted at a New Jersey Scout Camp, by 
John E. McCrady, sales manager of the 
Dorfan Co. 


Round Interests of Cleveland 
Buy Bridgeport Chain Co. 


The Bridgeport Chain Co., Bridgeport, 
Conn., has been purchased by the Round 
interests of Cleveland, Ohio, who operate 
the Cleveland Chain & Mfg. Co., David 
Round & Son. the Krein Chain Co., 
Wapakoneta, Ohio and the Seattle Chain 
& Mfg. Co., Seattle, Wash. In the future 
the company will be operated as the 
Bridgeport Chain & Mfg. Co. 

L. D. Round is president of the com- 
pany and L. D. Cull, treasurer. The com- 
pany’s products, which include weldless 
wire and flat metal chain, wire specialties 
and metal stampings, will be enlarged by 
the addition of welded chain of all sizes, 
chain hoists and tire chains. The uphol- 
stery and bed spring business will be con- 
tinued at the same location as a separate 
business. 


Wellborn Joins Moore-Handley 


W. C. Wellborn, for several years a 
buyer in the Tissier Hardware Co., Selma, 
Ala., entered the general hardware buying 
department of the of the Moore-Handley 
Hardware Co., wholesale distributors of 
Birmingham, Ala., on Oct. 1. 
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Largest Retail Lamp Meeting 
Follows Dinner on Sept. 28 


“Bigger and Better Lamp Sales” would 
have been an appropriate topic for the 
dinner meeting at the Commodore Hotel 
on Sept. 28, when the Atlantic-Federal 
Division of the National Lamp Co. of the 
General Electric Co., was host to the 
dealer-agents of the territory. Fully 1500 
men and women gathered in response to 
the call—the largest retail lamp meeting 
ever held, the hosts declared. 

Throughout the meeting the speakers 
addressed the jobbers and retailers pres- 
ent as “partners,” reminding them that 
the National Lamp Co. was directly in- 
terested in their success, as it had a defi- 
nite investment in every dealers’ stock. 

The speakers were N. H. Boynton, As- 
sistant General Sales Manager; Ward 
Harrison, Chief Illuminating Engineer ; 
H. H. Green, Sales Promotion Manager, 
and Dr. C. A. Eaton, Public Relations 
Manager at Nela Park and U. S. Con- 
gressman from New Jersey. 

Mr. Boynton told of manufacturing de- 
velopments of recent years and how the 
present set up of business came about 
and what the National expected of its 
dealers. He said that the company had 
learned much about retail merchandising 
from chain and syndicate stores and was 
bringing to all dealers what had been 
learned. He called attention to the fact 
that chain stores sold lamps on an equal 
basis with the smallest independents. Re- 
cently, he said, he convinced the leaders 
of a large grocery chain that they prob- 
ably did not want to stock lamps because 
of the service expected of dealers. Later 
he told of sending a company representa- 
tive to 50 stores to buy “a 25-watt:lamp 
for my kitchen” and 48 sold this lamp 
without objection. Only two insisted that 
a larger size was needed for a kitchen. 

Mr. Harrison described briefly the lamp 
development of the present and predicted 
that much improvement would come in 
the near future. He caused to be displayed 
the 50,000-watt lamp now being manufac- 
tured for airports and other special pur- 
poses. This lamp, which few could look 
at for more than a second or two, was 
said to be on sale, package of one, at $500 
per package. 

Mr. Green led his audience to accept 
the theory that advertised branded goods 
sell more readily than unbranded or un- 
known articles. He told of various ex- 
periments of displaying on tables, side by 
side, branded and unbranded Mazda 
lamps; the unbranded sorts being under- 
priced and the Mazdas leading in sales. 

From this point he explained the wide- 
spread advertising campaign for Mazda 
lamps, how this magazine advertising is 
connected with the prepared show win- 
dows set-ups and to the “merchandiser” 
inside the store. All of this, he said, is 
done to make a connected link from the 
Magazine advertising to the consumer, 
through the local retailer. Without excep- 
tion, said Mr. Green, the use of the win- 
dow pieces and merchandiser had increased 
sales where used. 

The latest step is the ”House” Carton, 
which is designed to increase the individ- 





ual sale from one lamp to six. “This car- 
ton,” Mr. Green said, “is our effort to 
make package selling automatic and to 
help you, our partners, put over bigger 
and better sales.” 

Dr. Eaton closed the meeting with an 
inspirational address in which he congrat- 
ulated those present that “you are in busi- 
ness in America, where there is neither 
caste nor class to keep you from attaining 
the success you desire.” 


A. H. Warner Elected President 
H. B. Sherman Mfg. Co. 


Allen H. Warner, who for the past ten 
years, has been vice-president and general 
manager of the H. B. Sherman Mfg. Co., 


ALLEN H. WARNER 


producer of brass goods in Battle Creek, 
Mich., was recently elevated to the presi- 
dency at the annual meeting of the com- 
pany’s directors He succeeds the late 
Howard B. Sherman, founder of the or- 
ganization, who passed away in March, 
1928. 

It was more than 17 years ago that 
Mr. Warner first associated himself with 
the company as a traveling salesman, com- 
ing from the E. Stebbins Mfg. Co., 
Springfield, Mass., where he had been a 
salesman under his father, the late A. H. 
Warner. In 1912 he was made sales man- 
ager and in 1918 was elected vice-presi- 
dent. Mr. Warner is active in civic work 
and is a director of the Central’ National 
Bank, Battle Creek. 

Donald P. Ordway, a director of the 
company for several years, was elected 
vice-president, succeeding Mr. Warner. 
Gordon E. Townsend was re-elected secre- 
tary and treasurer, a position he has held 
for a number of years. 


William M. Spratling Dead 


William M. Spratling who operated a 
retail hardware store in Atlanta, Ga., for 
many years, passed away recently at his 
home, 846 Blue Ridge Ave. He was 76 
years of age. 





Four Mfrs. of Machine Knives 
Form Simonds-Worden- 
White Co. 


A consolidation has been effected be- 
tween the L. & I. J. White Co., Buffalo, 
N. Y., the A. A. Simonds-Dayton Co., 
Dayton, Ohio, The Worden Tool Co., 
Cleveland, Ohio and the R. J. Dowd Knife 
Works, Beloit, Wis., forming the Simonds- 
Worden-White Co., with headquarters in 
Dayton, Ohio. 

The firms will continue to operate in- 
dividual plants, but will have increased 
facilities and greater production. 

W. E. Bonesteel is chairman of the 
board of Simonds-Worden-White Co.: 
Herbert R. Simonds is president and treas- 
urer; Walter S. Walls, vice-president and 
F. R. Henry, second vice-president and 
secretary. 


Planters’ Hardware Co. Formed 


The Planters’ Hardware Co., Inc., of 
Bennettsville, S. C., has been granted a 
state charter. The new concern proposes 
to conduct a general hardware business 
Edward C. Breeden is president and treas- 
urer and W. C. McLaurin is vice-presi- 
dent and secretary. 


Charles S. Garity to Leave 
American Wholesale Corp. 


Charles H. Garity, who for the past 
nine years has been manager and buyer 
for the hardware department of the 
American Wholesale Corp., Baltimore, 
Md., recently resigned his position, effec 
tive Dec. 31, 1928. 

Mr. Garity began his business career 29 
years ago with the Western Electric Co 
His next affiliation was with Neal & 
Brinker Co., and then became affiliated 
with A. T. Sullivan in the publication of 
the hardware directory and catalog known 
respectively as the “Assistant Buyer” and 
the “T.-A. B. Universal Catalog.” 

From 1913 to 1918 he was secretary of 
the B. B. Neal Hardware Corp., but was 
called into the service of the Quartermas- 
ter General’s office in Washington, D. C., 
and was commissioned a captain in the 
Quartermaster’s Corps. 

Mr. Garity has made no announcement 
of his future plans. He resides at 100 
3eaumont Ave., Catonsville, Md. 


Two New McKinney Designs 
Described in Catalog B 


Catalog B, covering the Warwick and 
Alhambra Designs in forged iron hardware 
has recently been published by the Forge 
Division of the McKinney Mfg. Co., Pitts- 
burgh, Pa. 

These two designs, described and illus- 
trated in this catalog, are based on archi- 
tectual styles of England and Southern 
Europe; the Warwick pattern being es- 
sentially English and the Alhambra, be- 
ing Southern European. 

Among the items shown in this catalog 
are: push bars, cabinet locks, door knobs, 
hinges, door knockers, lock sets, and 
shutter hardware. 
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Union Chain & Mfg. Co. Buys 
American High Speed Chain Co. 


Announcement has been made by the 
officials of the Union Chain & Mfg. Co.. 
Sandusky, Ohio, that, subject to the ap- 
proval of the stockholders, it has acquired 
control of the American High Speed Chain 
Company of Indianapolis, Ind., and will 
combine the two companies. 

The Union Chain & Mfg. Co., estab- 
lished in 1913, builds elevating and convey- 
ing machinery together with a complete 
line of steel sprocket chain for such pur- 
poses. The American High Speed Chain 
Co., established in 1916, is engaged in the 
manufacture of a complete line of silent 
or high speed chains and smaller pitch 
steel roller chain together with the neces- 
sary sprockets, all of which are used 
primarily for power transmission purposes. 

The products of the two companies 
supplement each other, and as a result 
of the union of interests, the Union Chain 
& Mfg. Co., preserving its identity, will 
be in a position to manufacture and mar- 
ket, to users of such equipment, a most 
complete line of steel sprocket chains. 

As soon as the approval of the stock- 
holders is had, and other necessary details 
are completed, the machinery and equip- 
ment of the American High Speed Chain 
Co. will be moved immediately from 
Indianapolis, Ind., to the Sandusky plant 
of the Union Chain & Mig. Co., a new 
unit having been provided to permit the 
proper installation of such equipment. 

Two executives of the American High 
Speed Chain Co., J. C. Howe, president, 
and W. A. McCosh, vice-president, will 
move to Sandusky and become a part of 
the new organization. The executives of 
the company will be: Fred Emmons, presi- 
dent and treasurer; J. C. Howe, vice- 
president; Walter Hay, vice-president; FE. 
F. Emmons, secretary. 





Columbian Rope Co. Opens 
Philadelphia Sales Office 


The Columbian Rope Co., Auburn, N. 
Y., announces the opening of a sales of- 
fice at 1083 Drexel Bldg., Philadelphia, 
Pa. A. E. Chase, well known to the job- 
bing trade of that vicinity, is in charge of 
this office. 





E. P. Sanderson & Co. Sells to 
Joseph T. Ryerson & Son, Inc. 


fk. P. Sanderson Co., Third Street, 
East Cambridge, Mass., announces it has 
sold its iron and steel business to Joseph 
T. Ryerson & Son, Inc., 675 Concord 
Avenue, Cambridge. 

The Ryerson interests have leased the 
present Sanderson Co. plant for a term 
of years. E. P. Sanderson Co. will con- 
tinue as heavy hardware dealers in a 
new location to be announced later. 





Two New Distributors Named by 
E. I. duPont de Nemours Co. 


E. I. du Pont de Nemours & Co., Wilm- 
ington, Del., recently announced two new 
distributors this week for its full line of 
du Pont paints, varnishes, enamels, stains 
and Duco, 








Van Camp Hardware & Iron Co. of 
Indianapolis, Ind., will distribute for In- 
dianapolis and vicinity, commencing Oct. 8. 

Rogers - Baldwin Hardware f 
Springfield, Mo., will distribute du Pont 
paint products in the Ozark territory. 

Merchandising meetings, in which the 
du Pont company’s advertising, products, 
demonstrations, market potential and per- 
sonal cooperation were explained, were 
conducted for the salesmen of the hard- 
ware houses by T. T. Toole, sales man- 
ager, Chicago division; Wm. Miller, as 
sistant sales manager; H. R. La Towsky, 
merchandising manager, and R. T. Jones, 
sales supervisor for the territory. 





Masback Has Attractive Booth 
at Electrical Exposition 


The Masback Hardware Co., wholesale 
distributors at 82 Warren St., New York 


Co. of | 


J. A. Winters Plans to Retire— 
Sells East Orange Building 


John <A. Winters, prominent East 
Orange, N. J., hardware dealer and a 
vice president of PASHA, recently sold 
his building at 563 Main Street, for a rec- 


| ord price and plans to retire from active 


business as soon as he can dispose of his 
stock. 

Mr. Winters has been in the hardware 
business for 35 years. He began his hard- 
ware career in a Canadian retail store and 
later traveled for an American manufac- 
turer. He bought the East Orange busi- 


| ness in 1908, and in 1919 purchased the 
| building. 


City, has arranged an attractive booth at | 


the Electrical and Industrial Exposition 
which will be held at the Grand Central 
Palace, 480 Lexington Ave., New York 
City, from Oct. 17 to Oct. 27, inclusive. 

The first three days of the exposition will 
be devoted entirely to the entertaining and 
education of members of the electrical in- 
dustry, while during the remaining weck 
the show will be thrown open to the public. 

The Masback company will demonstrate 
several popular electrical items which it 
handles. 





G. E. Hall Dead—President 
Boston Woven Hose & Rubber 


| tinues, 


George E. Hall, for the past 12 years | 


president and general manager of the Bos- | ‘ e 
| been confirmed by officials of the Seattle 


ton Woven Hose & Rubber Co., Boston, 
Mass., died from heart trouble at Oster- 
ville, Mass., on Oct. 3. 


Mr. Hall was born in Brattleboro, Vt., | 


Aug. 2, 1868. He was formerly connected 
with the International Paper Co. of Water- 
town, N. Y., and joined the organization 
of the Boston Woven Hose & Rubber Co. 
in 1907 as general manager, being elected 
president of the organization in 1916. 

Mr. Hall continued actively in business 
almost to the very day of his death. He 
was apparently in normal health and left 
the office only a day or two before his 


| death for a few days’ rest and recreation. 


His death was entirely unexpected, as he 
was stricken suddenly and died within a 
few minutes. 


Lupton Issues New Catalog Fea- 
turing Display Tables 


Hardware dealers will no doubt be in- 
terested in examining the newly issued 
catalog of David Lupton’s Sons Co., Phil- 
adelphia, Pa. This is an 8-page book, en- 
titled “Lupton Steel Equipment for Hard- 
ware Stores,” explains how the use of 
special display tables speeds up the sale 
of cutlery and other small items that are 
so featured. 

The book lists a number of new pieces 
of steel store equipment, all of which 
have been designed according to the spe- 
cifications of the National Retail Hard- 
ware Association. A copy of this catalog 
will be sent on request. 








Jones & Dillingham Reported in 
Large Paint Merger 


According to newspaper report Jones & 
Dillingham of Spokane have entered into 
a merger agreement with a group of eight 
other Pacific Coast paint companies for 
the formation of a holding company that 
will control net assets of between $6,000,- 
000 and $7,500,000. 

The other companies, the report con- 
were understood to be Brinnis- 
Toole & Co., the Bradley-Wise Company, 
Magner Brothers and the Technical Oil 
and Paint Company, all of Los Angeles 
and all operating through a holding com- 
pany known as the Western Pacific Paint 
Corporation; the Hill-Hubbell Company 
of San Francisco, the California Paint 
Company of Oakland, Rasmussen & Co. of 
Portland, Ore., and the Seattle Paint Com- 
pany of Seattle. 

While the report states the merger has 


Paint Company, Rasmussen and the Hill- 
Hubbell Company, details will not be avail- 
able until next week. 

It is said that each of the companies in 
the merger will retain its individuality, 
but that the new holding company will 
act as buying agent and supervise the 
manufacturing activities of each. 





Peters Cartridge Shows Shot; 
String Photos in New Booklet 


“What Happens After the Shot is 
Fired?” is the title of a most interesting 
booklet recently issued by The Peters 
Cartridge Co., Cincinnati, Ohio. The ma- 
jor portion of this booklet is given over to 
an illustrated description of the results ob- 
tained from spark photography, which has 
made possible the photographing of the 
shot string. 

Reproductions of actual photographs are 
shown and add to the interest of the de- 
scriptions. Photographs of rim fire, semi- 
smokeless and military cartridges flying 
through space are also reproduced in this 
booklet. 





C. F. Hotchkiss Dies—President 
Stowe Manufacturing Co. Inc. 


Clarence F. Hotchkiss, president of the 
Stowe Mfg. Co., Inc., Binghamton, N. ¥:, 
passed away recently. D, Walker Wear, 
vice-president of the company, issued the 
announcement of Mr. Hotchkiss’ death. 
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A Flashing Railroad Signal 


A true reproduction in miniature of a 
modern railroad crossing signal has re- 
cently been manufactured by the Lionel 
Corp., 15 East Twenty-sixth Street, New 
York City. 

A thermostat is mounted in the base 
which flashes the red lights on and off al- 


ternately and continues to do so as long 
as power is applied. There is also a lamp 
in the base which throws a red light 
through the openings in it. 

The base, uprights and arm are made 
of die castings and steel. This railroad 
signal is 11% in. high and can be used 
on “O” gage and “Lionel Standard” track. 


The Coleman Radiant Heater 


A portable Radiant Heater that makes 
and burns its own gas from any good 
grade of ordinary clean untreated gaso- 
line, that is new in design, has just been 
announced to the trade by The Coleman 
Lamp & Stove Company of Wichita, Kan. 

An important feature about this new 
heater is its new thermo-safety generator 
control. It is a generator, thermostatic 
in action, which automatically controls the 
flow of fuel, prevents the escape of any 
raw gas to the burner, and makes it im- 
possible to flood the heater under any con- 
ditions. All valves may be opened, but no 
fuel escapes. When put in action, the In- 
stant-Lite preheating device heats the 














thermo-safety control~so that it quickly 
opens and permits the gassified fuel to en- 
ter the radiants which light automatically 
from the blaze in the preheater. When 
the fire in the radiants is blown out, or 
the fuel is turned off, the generator starts 
cooling and closing, in other words, it 
opens as it heats and closes as it cools. 
This new Coleman heater is also 





equipped with the new Coleman Instant- | 


Lighting preheater. Frame and body 
finished in rich walnut brown enamel that 
is heat-resisting and non-tarnishable. The 


top is of brown porcelain enamel, and the | 
andiron feet and cast iron trimmings and 
ornaments are in oxidized copper finish. 


A Toy Airplane Carrier 


A model airplane carrier, the “Libera- 
tor,” has been placed on the market by the 
Liberty Playthings, Inc., 245 Tenth St. 
Niagara Falls, N. Y. 


a boy’s natural interest in boats. 
Four variously painted metal 
mounted on the deck, can be easily removed 


and stored in the hull, just as real planes | 
can be stored in the U. S. Navy airplane | 
The | 


is powered by two brass and | 


carriers, Langley and Saratoga. 


“Liberator” 


steel spring motors which are said to drive 
the boat from one to two minutes in the 
water, traveling about 150 ft. The wood 
hull is unsinkable. A nickeled hand rail, 
mast, portholes, twin propellers and rud- 
ders complete the equipment. 


Oneida’s “Vani-Tour” Container 


A container which, with the silverware 
and rack removed, becomes a smart trav- 
eling dressing-case, has recently been 
brought to the attention of the trade by 
the Oneida Community, Ltd., Oneida, N. Y. 

This container, called the “Vani-Tour,” 


is stoutly built and covered with a strong 
gray material somewhat like snakeskin. 
It is well lined and equipped with a mir- 
ror fixed in the back, a sturdy snap and a 
convenient carrying handle. Removing the 
rack uncovers a series of ribboned loops 
ready to receive toilet articles. 

The “Vani-Tour” is equipped with 29 
pieces of Tudor plate, providing service 
for six. It is also possible to secure 34 
pieces, to allow service for eight. Five 
different Tudor patterns can be selected 
for the “Vani-Tour.” 

The cover of the case is hinged in such 
a way that raising it automatically lifts 
the base and the silverware on it to a fa- 
vorable position for showing the designs. 


are | 


| 


A Building and Designing Set 


Several new items have been added to 
the line of The Embossing Co., Albany, 
. Y., within the past few months. Among 


these additions is the Prism Color Build- 


| ing and Designing Set, which offers un- 


| ing. 


usual possibilities in building and design- 
As the unit principle is absolutely 


| new, plenty of fun and instruction is pro- 


This device com- | 
bines the popular interest in aviation with | 


| 
planes, 





vided for children of all ages. With this 


set it is possible to make interesting de- 
signs in the square, and with the unit 
principle fancy designs or built-up designs 
may be made at the will of the children. 
No. 279 Prism Color Building and Design- 
ing Set contains 12 building and designing 
units, with 180 marbles in six colors and 
instruction sheet. Packed ina strong card- 
board box. 


New Type Waste Paper Basket 


One of the latest improvements in 
kitchen equipment is the Wastette, a steel 
waste-paper receiver with removable cover 
manufactured by the Master Metal Prod- 
ucts, Inc., 293 Chicago St., Buffalo, N. Y. 

This device is an improvement over the 
old type waste-paper basket, as it prevents 
spilling and hides the contents from sight. 
The removable cover is concave in design 
and has a 5-in. opening. The Wastette 
has a capacity of 4 gal. and is finished in 
attractive shades of blue, green, yellow 
and red to match the well-known Sanette 
kitchen garbage receiver, which the com- 
pany also manufactures. 


The Sanette and Wastette make a pleas- 





ing combination in the up-to-date kitchen. 
They contribute to cleanliness, neatness 
and saving steps. The Wastette can also 
be used in the bedroom as a waste receiver 
and in the bathroom for soiled towels. 
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Washington News Letter 


Federal Trade Commission Working on Price Maintenance Report— 
Domestic Commerce Division of Dept. of Commerce Has Sent Out Ques- 
tionnaires for National Credit Survey—Dr. Julius Klein Discusses Retail 


(Washington Bureau of HARDWARE AGE) 

While the Federal Trade Commission 
has begun preliminary drafting of its 
report regarding resale price mainte- 
nance it may not be able to have the 
report ready for submittal to Congress 
until some time after it convenes in De- 
cember. On the whole, the Commission 
has announced, it has received much aid 
from manufacturers, wholesalers and 
retailers in response to its inquiry, yet 
some features of the desired informa- 
tion are apparently inadequate. As a 
result the final drafting of the report 
may be delayed. 

Despite the optimistic attitude of 
supporters of the Kelly-Capper price 
standardization bill that it will be 
passed at the next session, there is con- 
siderable doubt that this can be done. 
Should the report of the Commission, 
however, be favorable to maintenance 
of resale prices it is believed that the 
legislation will stand a chance of being 


passed. At the same time it is recalled | 
that measures similar to the Kelly-Cap- 


per bill have failed of passage during 
the past decade and this record leads 
some to believe that its enactment at 
the next session is unlikely. Neverthe- 
less it is evident that the legislation is 
looked upon more favorably than pre- 
viously, since its purpose has been 
greatly illuminated by extensive hear- 
ings. Moreover, at the last session of 
Congress a subcommittee of the House 
Committee on Interstate and Foreign 
Commerce made a favorable report to 
the latter body shortly before adjourn- 
ment of Congress at the last session. 

Representative Kelly has announced 
that he proposes to push the bill at the 
next session and that he expects it to 
pass the House. It is also understood 
that Senator Capper will be active in 
furthering the bill in the Senate. No 
more hearings will be heard before the 
House committee and it is improbable 
that Senator Capper will consider hear- 
ings necessary before the Senate Com- 
mittee on Interstate Commerce. 


+ * * 


About 500,000 questionnaires were 
sent out in September by the Domestic 
Commerce Division, Department of 
Commerce, in connection with its na- 
tional retail credit survey. The ques- 
tionnaires were sent to retailers, large 
and small, throughout the United 


States, the survey including depart- 
ment, chain, and unit stores and mail 








Dealers’ Turnover of Stock 
By L. W. Moffett 


order houses. The aim is to get a thor- 
ough representation of the different 
kinds of retailers and thus cover the en- 
tire retail field doing business on credit 
in order to determine the general credit 
operations of each line of retail business 
in each part of the country. 

The questionnaire calls for informa- 
tion on methods of financing deferred 
payments, that is, whether through a 
separate finance company or not, and 
for a detailed statement of methods of 
determining the amount of credit to be 
extended to any individual, terms of 
sale for various commodities, and fig- 
ures for cash, open credit, and deferred 
payment sales, collections and bad 
debts. Questionnaires will be sent out 
later to consumers, but are withheld 
for the present to avoid conflict with 
the large number of retailers’ ques- 
tionnaires. 

+ * ok 


Preventive measures against “over- 
time parking” can be applied as prof- 
itably to goods on the average re- 
tailer’s shelves as to traffic at his door, 
in the opinion of Dr. Julius Klein, di- 
rector of the Bureau of Foreign and 
Domestic Commerce. This conclusion 
he based on facts disclosed by studies 
the Department of Commerce is mak- 


ing in connection with its campaign | 


against waste in distribution. 

The problem of dead and slow-mov- 
ing stock, with the accumulation of 
charges involved, such as depreciation, 
taxes, interest, etc., can be solved in 
most cases, Dr. Klein is convinced, by 
the installation of an adequate stock 
control system. Such a system need 
involve practically no expense outside 
of the cost of physical equipment, it 
was pointed out. 

In a bulletin prepared in the Domes- 
tic Commerce division of the Depart- 
ment, and which any merchant may ob- 


| tain free upon request, a model stock 


‘control system which has been em- 
| ployed successfully by a retail mer- 





chant is described. By means of this 
system the retailer in question was able 
to reduce his stock more than 30 per 
cent, while at the same time increasing 
his volume of sales 20 per cent and his 
profits 50 per cent. The first year the 
system was working his stock turnover 
was something less than four times, 
while the following year he was able to 
show a stock turn of six times. 

Among other data which the: stock 


control system brought to light was the 
fact that what the merchant had consid- 
ered a “fair” stock in some items was 
really sufficient to last him a number of 
years. On the other hand, he definitely 
ascertained what items were moving 
rapidly and was able to gage his pur- 
chases accordingly. Before the inaugu- 
ration of the system the heavy invest- 
ment in inventory would seldom permit 
experimenting with new lines of mer- 
chandise. The release of capital result- 
ing from the operation of the new 
method has enabled him to search out 
and stock new and untried merchandise 
which appears to have merit. 
* * * 


Approval of a proposed commercial 
standard for black and galvanized types 
of brass seated malleable iron or steel 
screwed unions for use with standard 
weight pipe was given at a general con- 
ference of interested elements of the 
industry which was held under the aus- 
pices of the Commercial Standards Unit 
of the Bureau of Standards. The con- 
ference agreed that new production, in 
accordance with the schedule as de- 
| fined by the standard, would begin on 
May 1, 1929, and allowed until Nov. 1, 
1929, for industry to use up existing 
stocks. The Department of Commerce 
will prepare the standard for submittal 
for signed acceptance at an early date. 
At least 65 per cent of the industry, by 
volume of annual production, must ac- 
cept the standard in writing and there 
must be no outstanding opposition from 
others before it will be published by the 
Department. 





* * * 


Trade generally is interested in some 
of the 14 rules of business conduct 
adopted by the waxed paper industry 
at a trade practice conference held un- 
| der the auspices of the Federal Trade 
| Commission last June and which have 
| just been announced. On the subject 
of selling goods below cost, one rule de- 
_clares this practice, except to meet a 
price offered by a competitor, is unfair. 
| Such a practice is held to eliminate 
| competition regardless of its efficiency, 
| to result in great loss to the industry, 
/and to encourage price discriminations 
| which may affect other industries. It 
| was the judgment of the conference 
that every manufacturer of waxed 
paper should install a cost system 
which will enable him to accurately de- 
termine his costs. 
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General Market News 





Hardware Market Conditions 


Are Very Satisfactory 


New YorRK, Oct. 10.—That most hardware jobbers and retailers 
are enjoying a brisk trade is indicated by reports from important 
Autumn business has developed in a generally 
healthy fashion and fall and winter merchandise is now getting into 


market centers. 


full swing. 


A record holiday trade is looked for in the hardware trade gener- 


ally. 


The construction industry and the agricultural outlook are both 
encouraging and the present shows no indication of sharp change 
in business conditions in the hardware trade. 

Prices are generally steady and collections fair. 





Mail Order Sale in September 
at Peak 


Sales of the leading mail order 
houses for September were of record 
breaking volume. The Sears Roebuck 
Corporation reports a total of $30,004.- 
372. That was a gain of 21.9 per cent 
over the sales for the corresponding 
month of last year and was larger than 
sales for any other September in the | 
company’s history. It brought the to- | 
tal for nine months up to $231,365,458, 
a gain of 16.1 per cent over the corre- 
sponding period of 1927. 

The Montgomery Ward Co. reports | 
sales for September of $20,809,909, a 
27.6 per cent increase over September, 
1927. The gain in September was the 
largest monthly increase reported this 
year. It was accomplished despite the 
fact that there was one less working 
day in September this year than last. 
Sales for nine months totaled $148,- 
362,025, an increase of 10.3 per cent 
over a year ago. Each consecutive | 
month for five months has gained over 
the corresponding period of last year. | 








| grain products loading totaled 46,639 


The total for the week of Sept. 22 
was also an increase of 16,812 cars 
above the same week in 1927, but a 
decrease of 32,193 cars below the cor- 
responding week two years ago. 

Loadings for the week compared 
with the corresponding week last year 
were as follows: Miscellaneous freight, 
459,967 cars, an increase of 12,424 
cars; coal, 180,955 cars, a decrease of 
3,119 cars; grain and grain products, 
60,217 cars; a decrease of 62 cars. In 
the Western districts alone, grain and 


cars, an increase of 1,401 cars above 
the same week in 1927. 

Live stock, 36,798 cars, an increase 
of 4,199 cars. In the Western districts 
alone, live stock loading totaled 29,190 
cars, an increase of 4,296 cars com- 
pared with the same week in 1927. 
Merchandise and less than carlot 





freight, 266,157, cars, a decrease of 2,- 
879 cars; forest products, 64,576 cars, | 
a decrease of 4,472 cars; ore, 64,360 | 
cars, an increase of 10,040 cars; coke, | 
10,184 cars, an increase of 681 cars. | 

All districts reported increases in the | 


| total loading of all commodities com- | 


Revenue Freight Loadings Rise | 
to 1,143,214 Cars 


Revenue freight loadings for 
week ended Sept. 22 totaled 1,143,214 | 
cars, the greatest number for any one | 
week so far this year, the car service | 
division of the American Railway As- | 
sociation announced recently. | 

Compared with the preceding week | 
this year, this was an increase of 4,902 | 
cars, with increases reported in the | 
loading of all commodities except for- 
est products, merchandise less than car- 
load lot freight, and miscellaneous 
freight. 


the | 


| cept the Pocahontas 
| which 
| cept 


pared with the same week last year ex- | 
and Southern, | 
showed decreases, but all ex- 
the Central Western, North- | 
western and Southwestern reported | 
decreases compared with the same | 
period two years ago. 


| in a day or two. 


averaged 99.3 per cent. The purchas- 
ing power of the dollar was 100.7c. on 
a 1926 basis of 100c. 

Crump’s index for the week on the 
revised 1926 level was 91.8. 

The Italian index on the revised 
1926 level for the week ended Septem- 
ber 22 was 74.7. The average for Au- 
gust was 74.3. 


Announce New Prices on 


R. C. A. Tubes 


The Radio Corporation of America 
announced that effective Sept. 29 the 
suggested list price of radiotron UX- 
112-A is reduced to $2.75, of UX-171- 
A to $2.75, of UX-226 to $2.25, of 
UY-227 to $4.00, of UX-280 to $4.25 
and of UX-250 to $11.50. 


Bank Debits Decrease 7.4 Per 
Cent During Week 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended. Sept. 26 aggregated $15,- 
846,187,000 or 7.4 per cent below the 
total of $17,118,650,000 reported for 
the preceding week, and 15.5 per cent 
above the total for the week ended 
Sept. 28, 1927. 

Aggregate debits for 141 centers for 
which figures have been published 
weekly since January, 1919, amounted 
to $15,037,572,000, as compared with 
$16,217,429,000 for the preceding week 
and $12,995,117,000 for the week ended 
Sept. 28, 1927. 


New Treasury Issue to be Dated 
October 15 


The Treasury Department’s new issue of 
securities to be used in absorbing a portion 
of the outstanding Third Liberty Bonds, 
and for cash purposes, will be dated Oct. 
15, Secretary Mellon announced recently 


| in Washington, D. C. 


Mr. Mellon did not indicate any other 
details of the new securities, but said the 
official announcement would be made with- 
Officials thought likely 


| that the issue would be of a short-term 
| character and of approximately $200,000,- 


Week’s Price Average 99.3 Per) 
Cent, Say’s Fisher 
Prof. Irving Fisher of Yale Univer- 


wholesale 
Dun’s 


week’s 
based 


vious commodity 


prices, on 


sity announced Sept. 30 that the pre- | 
| 


000. 
The last short-term issue bore 41% 
cent interest and there has been 
change in market conditions since 
time. 
Approximately 


per 
little 
that 
Third 


$200,000,000 in 


quotations, | Liberties are outstanding. 
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Recent Cold Snap at Chicago Stimulated 
Winter Lines—No Price Changes 


(Chicago office of HARDWARE AGB) 


CHICAGO, ILL., Oct. 9.—Local jobbers report the normal amount 


of business on staple goods. 


petus to the demand for winter goods. 


The first cold snap served to give im- 


Increased demand is noted 


on: canvas gloves, electric and oil heaters, chains, hunting clothes, 


and stove goods. 


Future toy orders are being received in good volume. 


Dealers 


are ordering now for later delivery, to insure complete stocks for 


the holiday trade. 


Prices remain steady with no changes of consequence anticipated. 
Agricultural reports in the Chicago trade territory are consider- 


ered favorable. 


Jobbers stocks are well rounded out in preparation 


for increased business during the fall and winter. 


The Chicago steel situation shows little change. 


Mills in the 


Chicago area average 80% capacity. The outlook in the steel in- 
dustry appears bright. Steel prices in some instances are showing 


strength. 
Collections remain fair. 





AUTOMOBILE ACCESSORIES.—The 
tire demand is seasonable. Prices are 
steady. 


JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAG 
Spark Piugs.—Splitdorf, ~ Fords, 


50c. each; regular, 58c. cach; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C., 53c. each; 


lots of 100, 50c.; A. C., Special Ford, 
36c, each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each 

Pumps. — Rose, 1% in. 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, .40; balloon tire 
tubes, gray, 29 x 4.45, $1.65; 32 x 6.20, 
$3. 


cylinder, 


AXES.—Axe prices have been un- 
changed for several seasons. Orders 
are good. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handled axes, first grade, single 
bit. 3 to 4 Ib., $18 to $20 per doz.; 
double bit, 3 to 4 Ib., $23 to $25 per 
doz.; handled axes, second grade, 
single bit, 3 to 4 Ib., $15 per doz.; Boy 
Scout axes, $11.50 doz.; ; motorist hand 
axes, $12 doz. ° 


BICYCLES.—Demand is good. Slight 
advances are possible. 
JOBBERS’ QUOTATIONS To RE- 
TAILERS, F.O.B. CHICA 
Double Bar Moto- ey 
$26.25; ladies’ model, $25.90 
and boys’ juvenile model, $23.60. 
BOLTS AND NUTS.—September sales 
are better than last year. Prices are 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 


Model, 
girls’ 





diseount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Good de- 
mand and prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass Anish, $2.34 per dos. 
pair, case lots; less Th oan: Hany $2.16 
per doz. pair; ‘4x 4 steel butts, old 
copper and dull brass finish, $3 per 
doz. pair, case lots; less quantities, 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5 per doz. sets, case lots; 
steel bit-keyed front door sets, $1.45 
per set; wrought brass, bit-keyed 
front door sets $2.60 per set; cylin- 
der front door sets, $6 per set. 


CHAINS.—Demand is improving. 
Prices remain firm., 
JOBBERS’ ep ttye J TO RE- 
TAILERS, F.O.B. CHICAG 
%-in. proof cow chains, * 50 per 
100 Ib. Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
$2.75 per doz. 


COTTON GLOVES.—Colder weather 
has increased demand. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
8 oz. cotton gloves, $1.35 per dozen. 


ELECTRICAL MERCHANDISE.— 
Low priced electric heaters are moving 
freely. Manufacturers have advanced 
rubber covered wire 2% per cent. They 
also announce that lamp cords will ad- 
vance 5 per cent, effective Oct. 1. 


JOBBERS’ eg ye] TO RE.- 
TAILERS, F.O.B. CHIC 

Electrical Merchandise. rtd 14 rub- 
ber covered wire, $6 per 1000 ft.; in 
less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; ¥% in. brush brass key 
sockets, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 74%c. each; dry cells, 
boxes of 50, 33%c. each; less than 
case lots, 36c. each. 





Electrical Appliances. — Iron Hot 
peas, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75; Percola- 
tor, Universal 9169, $16.65. 

» wee Supplies.—Radio B batteries, 

D 779 E, $1.40 each; base lots of 5, 
ey 30; No. 770, $3 each; packages of 

$2.80; No, 772, $2.06 each; packages 
or 5, $1. 92; No. 486, 3.20 0 each; pack- 
ages of 5, $2.97; 0. 485 Layerbilt 
battery, less than standard packages, 
2.22 each; standard packages, lots, 
2.06 each. 

Radio Tubes.—UX-201A, $1.05; Ux- 
13 ot $1.574%%4; UX-227, $3.50; UX-i71- A, 


Battery Charges.—Apco line, lots 
of less than 10, $9.90 each. 


FALL SPORTS.—Demand 
active at firm prices. 

JOBBERS’ on Eeeenak TO RE. 
TAILERS, F.O.B. CHICAGO: 

Official stemless waterproof foot- 
balls, $2.95 each; Amateur footballs, 
$1.15 each; Prep footballs, $1.70 each. 
Good quality curled hair filled boxing 
gloves, padded cuff, $4.35 set. 


FRUIT PRESSES.—Seasonable de- 
mand at steady prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
No. 0 wood, $3.75 each; No. 1 wood, 
$7 each; No. 2 wood, $9. 35 each: 6 qt. 


tin cylinder, $4.15 each; 12 qt. tin cyl- 
inder, $5.80 each. 


GLASS AND PUTTY.—Very good de- 
mand. Prices are steady. 
JOBBERS’ ye teptvtbyy TO RE. 
TAILERS, F.0O.B. CHICAGO: 
Single strength A, ms brackets, 87 
per cent discount; single strength B, 
all brackets, 88-5 per cent discount; 
double strength A, all brackets, 87 
per cent discount; double strength B, 
all brackets, 88-5 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—No 
market changes on leading factory 
lines. Attractive specials are offered 
in this market to compete with mail or- 
der leaders. Sales are therefore un- 
usually large. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Hammers.—First quality, 10 ounce 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets. — First quality hatchets, 
No. 2 shingling, $12.50 doz.; first qual- 
ity hatchets, No. 2 broad, $16.40 doz.; 
medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HUNTING CLOTHES.—Colder weath- 
er has stimplated orders. Prices are 
steady. 


JOBBERS’ Beer as: Sid RE- 
TAILERS, F.0O.B. CHICAG 

Drybak waterproof ng " $56 per 
doz.; Drybak breeches, $26 per 40z.; 
Drybak hats, $14.30 per doz. 


NAILS, WIRE AND STAPLES— 
Prices are steady in this market and 
manufacturers are “bullish.” Order 
volume is quite large for this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
L.c.l. quantities common wire and 
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cement coated ate, small orders out 
of Chicago stock, $3.10 per keg base. 
Mill shipment price is $2.95, base. 
Carload (36,000 Ib.), base, for mill 
shipment, still lower. Steel cut nails, 
base. 

vs 9 black annealed wire, $3.30 
per 100 lb.; No. 9 galvanized plain 
wire, $3.85 per 100 lb.; catch weight 
spools galvanized cattle or hog wire, 
$3.80 per 100 lb.; polished fence 
staples, $3.55 per 100 lb. 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Heaters are in excellent 


demand. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Perfection. . 72-2 burners, i 
No. 72, 3 burners, $23.25; No. 74, 4 
burners, $29.50; No. 279 oil range, 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
ee acait including and following 





100 qualifying order, 33% per eA 
On all purchases amounting to $25 

or more during calendar year, cael 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 

Puritan.—No. 42, 2 burner, $18; No. 
43, 3 burner, $23.25; No. 44, 4 burner, 
29.50; No. 249 oil range, $122. Dis- 
count same as Perfection stoves. 

Nesco.—No. 500, $80; No. 400L, $55; 
No. 400R, $55; No. 212-1102, with high 
shelf, $22.75; No. 213-1103, with high 
shelf, $28.50; No. 214-1104 with high 
shelf, $36. These are list prices sub- 
ject to a discount of 30 and 5 per 
cent. 

Ovens: Perfection. — No. 211, 1 
burner, plain door, $2.50; 211G, glass 
door, $2.70; No. 122G, 2 burner, glass 
swing door, $6.20. 

Puritan.—No. 42G, 2 burner, glass 
drop door, $5.50; No. 42, 2 burner, 
steel drop door, "$5. 25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves. 

, Nesco.—No. 5, $2.15; No. 10, $3.75; 
No. 20, $4.50; No. 301, $6. 40. Discount 
same as on Nesco stoves. 

Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as Perfection 
stoves, i 

Oil Heaters. Perfection No, 510, 


$11.00; No. 1665, 
13. 50; No. 1670, $14.50: Perfection 
Firelight Heaters No, 1526, $9.75; No. 
1686, $16.50. Dealers’ discount same 
as Perfection cook stoves. 


PAINTS AND OILS.—Demand is mod- 
erate. Prices are without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 83c. 
per gal.; 5-barrel lots, 80c. per gal. 

Linseed Oil, Boiled. — Barrel lots, 
85e. per gal.; 5-barrel lots, 82c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
58 lac. per gal.; steel drums, extra 
$6, returnable. 

Turpentine. — Drum lots, 67c. per 
gal., net. 

White Lead.—100 lb. lots, $13.25; 50 
lb. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac (41% lb. cuts).—White, $2. . 
per gal in barrel lots; orange, $2.2 

» ber gal. in barrel lots. 

. English Venetian Red.—In barrels, 

ane per lb.; in 100-lb, lots, 6%c. per 


nr Paste.—Barrel lots, 744c. per 
PYREX WARE.—Prices are _ steady 
with a good demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 


New Handled Casseroles. — Round 
No. 622, $12 doz.; Nc. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 533, $14 


doz. ; Shallow Oval, No. 642, $12 doz.; 
No. 642, $14 doz. 


lates.—No. 208, $6 per doz.; 


Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

Iced Tea Sets.—$4 per set. 
RADIATOR SHIELDS.—Good demand 
and prices steady. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.0O.B. CHICAGO: 

Gold and aluminum finish, 8 sizes 
from 11 to 65 in., each size adjust- 
able to fit several sizes radiators. 
Prices $2.75 to $4.75 each. 

REGISTER SHIELDS.—Moderate de- 
mand at steady prices. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Black, wall, $5.25 dozen; floor, $10 
dozen; Ox Cop, wall, $6; floor, $12 
dozen, both adjustable 10 to 19 in. 

ROPE.—Prices are steady on reliable 
qualities, although cheap rope at cheap 
prices is frequently offered. Sales are 
very quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Best Manila, standard brands, base, 
20c. per lb.; No. 2 Manila, 18c. per 
ib.; No. 1 sisal, 144%c. per b.; No. 2 
sisal, 13%4c. per Ib. 


SASH CORD.—Demand is good with 
prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. 


SAWS, CROSS CUT AND WOOD.— 
Increasing demand. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 
Cross-Cut— 

5-tt. narrow Champion tooth, $1.55 
each; 5%-ft. wide Champion tooth, 
$2.10 eac h; 5144-ft. wide Lance tooth, 
$4.35 each; ft. one-man Champion 
tooth, $2.45 each. 

Wood— 

Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame common tooth 
blade, $11.40 doz. 


SAWS, HAND.—Good demand at firm 
prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 

26 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., $49. 95 rh ; Special : 26 in., Com- 
petition, $6.60 doz. 


SCREWS.—No recent price changes. 
Manufacturers report active buying. 


JOBBERS’ at pind t yy of Ue RE- 
TAILERS, F.0O.B. CHICAG 

(New lists Jan. 3, 1928.) ll bright 
screws, 50 per cent; round head, 
blued, 45 per cent; flat head brass, 45 
per cent; round head brass, 40 per 
cent, 


SHOVELS.—Furnace and grain scoops 
are moving freely. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 2 shovels, intermediate grade, 
polished, $14.50 per doz.; No. 2 shov- 
els, common grade, polished, $12.50 
per doz.; No. 10 grain scoops, pol- 
ished, $15 per doz.; No. 12 grain 
scoops, polished, $16 per doz.; D 
handle furnace scoops, intermediate 
grade, $8 per doz.; LD handle furnace 
=. competitive grade, $5.25 per 
Oz, 


SOLDER AND BABBITT.—Market is 
fairly steady. Orders are in usual 
volume. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO 

Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners, 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 Babbitt 





Pie P 
No. 209, $7.20 per doz. 





metal, $12 per 100 Ib. 


STEEL SHEETS.—Manufacturers of- 
fer fourth quarter contracts on a higher 
price basis, with cash discount reduced 
to % of 1 per cent. Local jobbers’ 
prices remain unchanged. Opposition 
to the cancelling of usual 2 per cent 
discount by the manufacturers, is very 
strong among distributors of these 
lines. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

28 gage galvanized sheets, $5.30 per 
100 lb.; 28 gage black sheets, $4.20 
per 100 Ib. 

STOVES.—Healthy demand. Prices 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Crusader _ black finished parlor 
heater, $19.50 each; Crusader porce- 
lain enamel finish, $26.50 each; Tap- 
pan wood Cola Parlor heater, $51.25 
each; 16 in. Economy, $66.95 each; 


Economy, $72.45 each; oil heater, 12 
in., $6 each; oil heater, 14 in., $8 each, 
oil heater, 16 in., $9.50 each; oil 


heater, 18 in., $11.50 each; hot blast 
with mica door and ashpan, nickel 
trim, 12 in., $11.30; 14 in., $12.70; 16 
in., $14.65; 18 in., $16. 65. 
STOVE GOODS.—Demand active since 
cold snap. Prices steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Coal hods, galvanized, 17 in., $4.50 
to $5 doz.; dampers, reversible spin- 
dle, 6 in., $1.25 doz.; dampers, non- 
reversible spindle, 6 in., $1.15 doz.; 
elbows, 28 ga., 6 in., corrugated, $1.35 
doz.; fire shovels, colored handles, 
heavy fine finish, $2 doz.; pipe, 28 ga., 
6 in., lle. to 138c. joint; rugs, con- 
goleum stove, 4% xX 412, assortment 
of 6, $8.28 assortment. 


VELOCIPEDES. — Excellent demand. 


Steady prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Tubular velocipedes, equipped with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in. rear, $7.25 
each: 22 in. front wheels, 14 in. rear, 
$9.25 each. 

VENTILATORS. — Good demand at 


steady prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Diamond E—Metal frame cloth ven- 
tilators, 8 in. hgt. opening 16 in. x 
33 in., Ap dozen; 20 in. x 39 in., 
$4.80 doz 1 in. hgt. opening 16 in. 
x 33 in., $5.20 doz.; 20 in. x 39 in., 
$5.60 doz. Continental, steel frame 
cotton cloth; 833, $4.50 doz.; 837, 
$4.75 doz.; 1137, $5.50 doz.; 1145, $6.30 
doz. Continental, wood frame cotton 
cloth; 836, $3.60 doz.; 937, $4.50 doz.; 
1537, $5.85 doz. Fe 

WAGONS.—Normal demand. Prices 
remain steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

141%, x 331% steel wagon, 10 in. disk 
wheel, % in. tires, $3 each; 16 x 36 in. 
wood wagons, 10 in. wheels; % in. 
tires, $2.85 each. 

WEATHER STRIP.—Demand is excel- 
lent at steady prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Home Comfort, $32 per 1000 ft.; 
Nu-Strip, $15 per 1000 ft.; Bomeco, 
type A, % in., $2.40 per 100 ft.; Bo- 
meco, type B, 1% in., $3.20 per 100 
ft.; Bomeco, type AR, % in., $2.40 per 
100 ft.; Bomeco, type BR, 1% in., 
$3.20 per 100 ft.; Tac-Ezy, 36 x 36 
window, 90c. each; Tac-Ezy, 42 x 42, 
$1 each; Tac-Ezy, 3 x 7 ft. doors, 
$1.25 each. 

Sleds.—Flexible Flyer sleds, 35 per 





cent off list. 
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Atlanta Reports Normal Trade Activity— 
Retail Trade Shows Improvement 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., Oct. 9—With fall weather getting under way the 
business sentiment among Atlanta jobbers continues cheerful, while 


normal activity is reported at this time. 


Some sections in the 


southern part of our territory have reported poor crops, prices un- 
settled for turpentine and small income from this year’s tobacco 
crop, which of course has tended to some extent to check the op- 
timism that has prevailed for the past several months, but of 
course with the outlook in general favorable, jobbers can still look 


forward to a good fall business with most of their dealers. 


The 


recently reported storms in this territory has little if any effect on 


Atlanta jobbers. 


Local retail business has shown improvement, being stimulated 
by seasonable temperatures and by the opening of the executive 
offices of the Southern Railway, which were moved to Atlanta from 
Washington, D. C. Employees with their families total around 750 
newcoming citizens to Atlanta, all of whom of course through the 
process of rehabilitation purchased many articles of merchandise 
distributed through hardware channels. 

There is considerable building and heavy construction under way 
and residential building shows active progress—this holding the 


labor surplus in very good check. 


Prices seem to be very firm and the credit situation is reported 


as being very good. 


AUTOMOBILE 


ACCESSORIES.—De- | 


mand continues to be strong on this | 


line. Prices have not changed and job- 
bers report complete stocks. 
re tg bgp tiy es TO RE- 
TAILERS, O.B. ATLANTA, GA.: 
Mansfield real Tires.—29 x 4.40- 
21 _in, $8; 29 x 4.75-20 in., $10.05; 30 
5-20 ‘in. » $12.50; 31 x 5.25-21 in., 
$17.10; 32 x 





12.90; 31 x 6. “% 19 in., 
6.00-20 in., $17.4 
Mansfield High Pressure Tires.—30 
3% Cl, $5.45; 30 x 3% extra size, 
30 x 3% es 
The above carry a 5 per 
count. 
Weed 


cent dis- 


and Rid-O-Skid tire chains 
are quoted at list less 30 per cent in 
quantities of less than 12 pairs. Less 
35 per cent in quantities of 12 to 49 
pairs. Less 40 per cent in quantities 
of 50 pairs or more. 

Champion Spark Plugs.—No. X, 45c. 


each; No. 5, 53c. each; No. 6, 53c. 
each. 
Springfield oer ge Pumps.—No. 
$1.35 each: $1.50 each. 


"Automobile penal, No. 610 W: alker, 
75c. each; No. 600 Walker, 90c. each: 
No. 1 Walker, $2.10 each; No. 515 
Walker, $2.40 each. 

Klaxon Automobile Horns—No. 3 
$4 each list; No. 11 battery, $4 
each list; No. 8 battery, $3.50 each 
list; No. 12 battery, $5 each list; No. 
15 battery, $6.75 each list. Klaxon 
horns less 35 per cent; in lots of 12 
less 40 per cent. 


AXES.—Jobbers report recent activity 
on axes. The usual seasonable demand 
is being stimulated by the need of this 
article for clearing away trees after 
storms in this section. 


JOBBERS’ Sere TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Single bit, first quality, unhandled, 
$14.75 per doz.; first quality, handled, 
$19.25 per doz.; single bit, second 
quality, unhandled, $13.50 per doz.; 
a bit, second quality, handled, 
Pld mse. 


hand, 


| are steady, 





BATTERIES.—Sales show a good de- 
mand. Radio broadcasting of political 
activities have no doubt increased the 
sale of this merchandise. Prices re- 
main firm with stocks ample. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Broken Full 
Packages Packages 

a. PPro 53 $2.33 
Pe: "Ee Svobdodscescepe es 3.33 
a) ee 1.92 
SS errr re 3.00 2.80 
eh SOE. Save senate een Sime 1.14 
Dh, ee “ctiabaotsevmey 42 .39 
8S eR aa 1.05 97 
__ ee RSs ee re = 1.40 1.30 
a. Tee. csrodaseponnne 1.40 1.30 
eS ee ee 2.06 1.92 
No. 6 telephone type, $30 per 100; 
No. 6 ignition type, $32.50 per 100. 
Flashlight Batteries.—No. 935, $9.25 
per 100; No. 950, $9.25 per 100; No. 


705, $27.50 per 


790, $18.50 per 100; No. 
100; No. 761, 


100; No. 750, $18.50 per 
$25 per 100. 

Multiple Hot Shot Batteries.—No 
1461, 4 cell, $1.67 each; No. 1661, 6 
cell, $2.37 each. 


BOLTS, NUTS AND RIVETS. 
with fair volume. 
are unchanged with well 
stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 per 
cent. Stove bolts less 75 per cent. 
Tire bolts less 50 per cent. Lag bolts 
60 per cent. Rivets, large $4 base 
per 100 lb. Small wagon rivets at 60 


per cent, 

BUILDERS’ HARDWARE.— Demand 
is steady with good volume reported. 
Prices are unchanged with stocks ade- 
quate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 





assorted 


Prices | 








| are only fair. 
Sales 


| 





Ball tip plated steel butts, dull 
brass or old copper plated, in less 
than case lots, 3 x 3, $20 per 100 pair; 
3% x 3%, $21 per 100 pair; 4 x 4, $28 


per 100 pair. Plain steel butts with 
loose pins, _ 2 x 2, $1.05 per doz. 


pair; 2% x 2%, $1.20 per doz. pair; 
3 x 3, $1.30 per doz. pair; 3% x 3% 
$1.65 per doz. pair; 4 x 4, $2.30 per 


doz. pair; 44% x 4%, $3 per doz. pair. 
Hinges, heavy strap, size 4 in., 95c. 


per doz. pair; 5 in., $1.25; 6 in. , $1.50: 
8 in., $2.50; 10 in., $4.30; 12 in. $6.85 
per doz. pair. Heavy tee hinges, 6 


in., $1.40 per doz. pair; 8 in., $2. Ex- 
tra heavy tee hinges, 8 in., $3; 10 in., 
$4.75. 
CLIPPERS.—Sales continue at a fair 
rate. Prices are the same with stocks 
ample. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. ATLANTA, GA.: 


No. 1 Stewart horse clippers, $14 


each, less 3344, with repairs at the 
same discount. Brown & Sharpe, 


bressant and narrow blade, $4.50 per 
pair, less 25-10; American Gentleman, 
$3, less 331% 
CLOCKS.—Good business is reported 
on this item. Prices are steady; stocks 
are adequate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
3en luminous take same respective 


prices; Ben Hur, $1.76; same lumi- 
nous, $2.46. 

Blue Bird, luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous. dial, $2.1; 
American, $1.05. 


Auto clocks, Westclox, plain, $1.76; 
same luminous, $2.46. 

COTTON COLLARS.—Orders show a 

good volume as this line continues in 

good demand at steady prices. Stocks 

complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Old Beck cotton collars, $7 per doz.; 
Lankford Junior cotton collars, $9; 
Lankford, $10.50. 

Collar Pads.—12 in. Red Edge Old 


Gold 4 hook pads, $4.25 per doz., 
base; 11 in., $4.00 per doz., base; 
20 in. size is considered base. Add 
15 cents per dozen for each size 


cents per dozen 
Striped tick 
all sizes. 


larger and deduct 15 
for each size smaller. 
collar pads, $6.25 per doz., 


CUTLERY.—Business is quite satisfac- 
tory as sales show a good demand on 
all kinds of cutlery. Prices remain 
firm with well assorted stocks. 


DIGGERS.—Calls for post hole diggers 
Jobbers report broken 
stocks, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Post hole diggers are quoted from 
stock from $14.00 up, according to 
kind and grades. 
FILES.—Fair steady demand is re- 
ported, with stocks well filled. Prices 


| have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Black Diamond or Nicholson at 
list, less 50 per cent. Other brands 
as low as list, less 70 per cent. 
GALVANIZED WARE.—This line is 
moving in good demand and dealers are 
carrying full stocks for the fall trade. 
Prices remain unchanged. 


ean 


~ 
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JOBBERS’ QUOTATIONS TO RE- | ROPE (COTTON ).—Improvement in | Discounts same as on Perfection 
TAILERS, F.O.B. ATLANTA, GA.: l . . | stoves 

Coal Hods.—No. 16, $4.60 per doz.; a es is noticed and a good demand ex- Ovens, Perfection.—No. 211, 1 bur- 
No. 18, $5.50 per doz.; No. 17, $5.00 per ists. Stocks are adequate. ner, plain door, $2.60; No. 211G, glass 
Z. r, $2.85; N 22G, 2 ‘ner, glass 
“Water Pails.—8 at., $2 per doz.; 10 JOBBERS’ QUOTATIONS TO RE- a” ee 
qt., $2.20 per doz.; 12 qt., $2.60 per TAILERS, F.0.B. ATLANTA, GA.: Puritan.—No. 42G, 2 burner, glass 
doz.; 14 qt., $2.85 per doz. Cotton rope is quoted at 28 to 36c. drop door, $5.75; No. 42, 2 burner, 
_Wash_Tubs.—No. A, $4 per doz.; per pound. steel drop door, $5.50. 
No. 0, $5.10 per doz. ; No. 1, $6.50 per ad me : . Dealers’ discount on Perfection and 
doz.; No. 2, $7.25 per doz.; No. 3, SASH CORD.—Activity is fair but Puritan ovens the same as on Per- 


$8.50 per doz. 


Garbage Cans and Pails.—No. 00 stocks well filled. 


fection stoves. 
Wicks.—Oil Stove Wicks.—VDerfec- 


pails, $6.50 per doz.; No. 0 pails, $7.75 JOBBERS’ QUOTATIONS TO RE- tion ¢ -urite 3.75 per doz.; $45 
per doz.; No, 1 pails, $11.50 per doz.; TAILERS, F.O.B. ATLANTA, GA:: so» lytic 
No. 2 pails, $13 per doz.; No. 66 cans, No. 8, 36c. per Ib, Dealers’ discounts the same as on 


$17 per doz.; No. 77 cans, $19.50 = 
doz.; No. 88 cans, $23.50 per doz.; Ne 


Perfection stoves, 


). SAWS ‘(CROSS CUT).—Orders evi- Perfection. — Portable _kerosene- 


150 cans, $42 per doz.; No. 180 cans, burning . saters 38 

$52.50 per doz.; No. 210 cans, $60 per dence good active demand and are be- cg hc on > iene oc 

doz. ing met from well assorted stocks. No. 1526, black japan, Pyrex globe, 
$10.25; No. 1530, black drums, nick- 


Light Well Buckets.—10 qt., $4.50 





JOBBERS’ QUOTATIONS TO RE- eled trimmings, $9.50; No. 525, black 


per doz.; heavy well buckets, 10 qt., 
$5.50 per doz. ' : TAILERS, F.O.B. ATLANTA, GA.: drums and trimmings, $7.50. 
_Oil Cans.—1 gal., $3 per doz.; 5 gal., “‘Simonds”’ cross cut saws.—No. 13, Dealers’ discounts the same as on 
$7.50 per doz. 514 ft., $6; No. 13, 6 ft., $7; No. 324, Perfection stoves. 
LADDERS, STEP.—The demand for | 3/2 "t;; #6:,No- 324, 6 ft $15 No. 2, STOVE PIPE.—Sales in stove pipe 
this line is only fair with ample stocks. 61g ft., $8.10; No. 22, 7'ft., $9.20; No. show a good demand. Prices are firm 
JOBBERS’ QUOTATIONS TO RE- 320, 5% ft, $6; No. 325, 6 ft., $7; and stocks complete 
TAILERS, F.0.B. ATLANTA, GA.: ua eh ee ba ee nds a W. | sen nec one “~— 
Competition grade, 4 ft., $1 each; 6 ft., $3.45; No. 200, 544 ft., $4.50; No. . 
te oe ek ce coe i A he. , 51% ft., $4.50; No TAILERS, F.0.B. ATLANTA, GA.: 
ft., $2 each. “Atkins’’ cross cut saws.—No. 5, ay aera mgt ge a 
1 - y i ° 2 ° x * - WwW FOF R> W r iy fds.; 6 in., $13 er 
LANTERNS.—Activity is shown in this Ba SN re a we: oe 6 vds., 7 in’, $15.00 per 100 yds.; 7 x 6 
4 s ’ ’ ie’ ° re i: . -— ’ ’ ” . 7 o* 7 m 
line and jobbers report well assorted 5 ft., $5.40; No. 3: No. 4. ig et lle A gop ere 
stocks. Prices remain firm. Hg HER pa fo. 235, $1.35. 5% in. $1.40. 6 in, $1.50: 7 in. 
ov °* J _ » 4avO. 6 7 : ? Ii ¥ , ; 4 + 
JOBBERS’ QUOTATIONS TO RE- 225, 6 ft., $5.85 $6.35; spate 
TAILERS, F.O.B. ATLANTA, GA.: No. 12, 5 ft., $ ., $6; TRACE CHAINS.—Sales are steady 


Monarch, $8.25 per doz.; DeLite, 


No. 12, 6 ft., $7; No. 8, 5% ft., $6. a ‘i ‘ - - 
: ied Eb me and fair. Prices remain firm with good 


$13.50; No. 210, $7.50; No. 150, $8.50; , ¢—Seas ™ 

No. 160, $12; No. 160BR, brass fount STOVES, OIL COOK. Seasonable tem stocks. 

and red frame, $18. perature has stimulated items in this JOBBERS’ QUOTATIONS TO RE- 
line. Heaters show considerable ac- TAILERS, F.O.B. ATLANTA, GA.: 


NAILS.—Sales show a good steady de- | !n¢ 
mand. Stocks are complete while com- | tivity. 
petition continues keen. 


JOBBERS’ QUOTATIONS TO RE- unchanged. 


TAILERS, F.O.B. ATLANTA, GA.: JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


$3.25 per keg, base, is quoted, 14 












Increased business is being met 
with full stocks, while prices remain 











in. polished staples, $4.25 per keg; Nesco Oil Cook Stoves, 2 burner, > OTS tatow haw 
% in. galvanized staples, $6.50 per $18.50 each has 3 burner, $23.50 each WIRE I RODUCTS.—Sales have been 
seg, list; 4 burner, $29.50 each list; 5 maintained at a moderate level. Prices 
POUL x burner, $41.50 each list. rs ah: > 
a TRY NETTING AND SUP Sa ites tae amend. o Weenee. are steady and unchanged. 
tS.—Quietness is noted in this line $5.65 each list; 3 burner, $7 each list; JOBBERS’ QUOTATIONS TO RE- 
due to lateness of season, but stocks Sone enh ae each list; 5 burner, TAILERS, F.O.B. ATLANTA, GA.: 

3 $10.50 each list. Meter & va Mi le fe Ee 
are found complete and prices un- Nesco Rockweave wicks, $3 per Pe ce mat 
changed. doz. list; chimneys complete, $2.50 6 a $4.00 

20 st. rlace f re ri re "oa ) : > é 
JOBBERS’ QUOTATIONS TO RE- a bees _ tanks with valves, iia ee : 105 
TAILERS, F.O.B. ATLANTA, GA.: Nesco stoves and repairs take 30 |) Gene bag 4 10 
Hexagon and straight line netting per cent discount. Toe eee eee eee eee eens yi 4.15 
at list as follows, for No. 20 gage: Perfection. — range, white LC 4.45 
galvanized before weaving, 12 x 1, porcelain with built-in oven—No. 339 16... eee essecsecccnes ° 4.85 
$4.95 per roll; 18 x 1, $7.12 per roll; with 5 Superfex burners, $143; No. Barb Wire.—Per 80-rod spool; 2- 
24 x 1, $9.08 per roll; 30 x 1, $10.83 279, $123. Stoves—No. 74, 4 burners, point light cattle, $2.50; 2-point light 
per roll; 36 x 1, $12.38 per roll; 48 x 1, $31: No. 73, $24.25; No. 72, $18.50. hog, $2.75; 4-point heavy cattle, $3.40; 
$16.50 per roll; 60 x 1, $20.63 per roll; Dealers’ discount on net purchases 4-point heavy hog, $3.60. . 
72 x 1, $24.75 per roll; 12 x 2, $2.14 of less than $100, 30 per cent; on all Woven Wire Fence. —— Per 20-rod 
per roll; 18 x 2, $3.08 per roll; 24 x 2, net purchases including and follow- roll, 726-14, $5.25; 832-12, $6; 939-11, 
$3.92 per roll; 30 x 2, $4.68 per roll: ing $100 qualifying order, 3314 per $7.85; 1446-1214, $11. 
36 x 2, $5.35 per roll; 48 x 2, $7.13 cent. On all purchases amounting to Poultry and Rabbit.—14 gage fenc 
per roll; 60 x 2, $8.91 per roll; 72 x 2, 250 or more during calendar year, per 10-rod roll. 1635-14, $4; 1918-13, 
$10.69 per roll. The above prices are | annual bonuses of from 2 per cent $4.85; 2158, $5.50. aS ‘ 
list and subject to a discount of 60 to 10 per cent will be paid according Steel Fence Posts.—‘*"T” galvanized, 
per cent. | to volume of business. 5 ft., 55¢e. each: formed nrinted, 25e 
Drinking Founts.—No. 1, $2 per | Puritan.—Oil range, white porcelain | each; “T’’ galvanized, 6% ft., 65c, 
doz.; No. 20, $2.75 per doz.; No. 24, with built-in oven, No. 249, $125. | each; formed painted, 45c. each; “7 
$4 per doz.; No. 32, 75c. per doz. Stoves, No. 44, 4 burners, $31; No. | galvanized. 7% ft., 7c. each; formed 
Feeders.—No. 11, 85c. per doz.; No. | 43, 3 burners, $24.25; No. 42, $18.50. | painted, 50c. each; “T galvanized, 
12, $1.65 per doz.; No. 27, $1.65 per | Puritan discounts the same as on 8 ft., 75c. each; formed painted, 55 
doz.; No. 28, $2.50 per doz. Perfection stoves. i each. gaa 
Double Feeding Troughs.—No. 58, | Puritan Pressure-gas (Gasoline).— | Wire Screen.—12-mesh, black, $1.85 
$2.50 per doz.; No. 59, $3.60 per doz.: White porcelain range with built-in | per 100 sq. ft.; 14-mesh galvanized, 
No. 60, $4.75 per doz. oven, No. 759, $132. Stoves—No. 714, $2.60 per 100 sq. ft.: 16-mesh, gal 
Large Feeders.—No. 140, $9.70 per 4 burners, $39: No. 713, $34; No. 703, vanized, $2.90 per 100 sq. ft: 16 
doz.: No. 141, $14.50 per doz. 3 burners, $27.25. | mesh, bronze, $6.50 per 100 sq. ft 


Chicago’s No-Parking Rule Has Increased Retail Trade 


Piplecedacaid to popular belief, sales in Chicago 
stores in the districts where the no-parking rule is 
now enforced, have forged steadily ahead since this rul- 
ing was put into effect. Opposition to the no-parking rule 
is growing less and other business benefits have been 
noted, although it cannot be definitely ascertained that 
these results are due directly to this ruling. It was 
brought out in an investigation among about 96,000 cus- 
tomers of stores in the Loop district, before the no- 
parking rule was inaugurated, that only 1505, or ap- 


proximately 1.57 per cent, came to shop in this district 
in their own cars. In addition, the investigators found 
that of the cars parked in the street, more than 75 per 
cent were left there by business men who worked in the 
district. 

The major benefits accrued since the ruling went into 
effect are as follows: Buses and street car lines have 
been able to improve their running time. More than 50 
per cent of the minor accidents which frequently oc- 
curred on the street have been eliminated. 
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Business in New England on a 


Small but Frequent Order Basis 


(Boston office of HARDWARE AGE) 


Boston, Oct. 9.—Shelf hardware jobbers in general state that 
business in New England is on the small but frequent order basis. 
A large amount of merchandise is being moved out of stock each 
week, but the individual purchase of the average retail dealer is 


small. 


There are a tremendous number of orders passing through 


jobbers’ hands each day, calling largely for standard hardware items 


as well as for seasonable goods. 


The retailer, in turn, says his customers are buying in small 
quantities, but that each day-finds quite a number of customers in 


the store. 
business, however. 


Hand-to-mouth buying is not confined to the hardware 
It is general in most lines of merchandising. 


Even the local representatives of the big steel mills of the country 
report contracting ahead for raw materials smaller in 1928 than 


in many years. 
will right itself. 


It is, apparently, a universal condition that in time 
The facts remain that failures in the hardware 


field are remarkably few, if comparisons are made with other lines; 
and that collections, although in numerous cases slow, are remark- 


ably good. 


ANDIRONS.—There is a 
yet not large demand for andirons. 
Demand is about evenly divided be- 
tween expensive and moderate cost 
ones. 


JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Andirons. —Prices range eee $2.40 
per pair net, in black finish, to $10.50 
for burnt antique brass. 

Fire Sets.—Prices range from $3.90 
per set net, in black finish, to $8.70 
for burnt antique brass. 

Fire Screens.—In black finish prices 
range from $42 to $48 per doz. net. 


ASH CANS.—Weekly sales of ash cans 
are fairly large, but individual retail 
orders concern small amounts of stock. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Ash Cans. — Galvanized, ‘No. 181, 
$3.50 each net; No, 190, $4; No. 176, 
$1.50; No. 200, $2.08; No. 300, $2.38. 
BUTCHERS’ WAX.—Retailers find a 
ready outlet for Butcher’s wax, and 
that fact is reflected in jobbing circles. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 
Butcher’s Wax.—Floor, 1 Ib. om. 
50c. each net; 2 Ib. cans, $1.02; 
cans, $1.92; 8 lb. cans, $3.84. Liquid 
half pint containers, '84c. each net; 
pint containers, 53c.; quart contain- 
ers, 94c. 
CAPS AND CAPPERS.—There is a 
steady outgo of caps and cappers, re- 
port jobbers. Sales so far this fall, 
however, have run slightly behind those 
of a year ago. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOST 
Bottle - Crowns.—One pened to the 


carton, 2lc. per gross net; ten gross 
to carton, 20c.; fifty gross to carton, 


19¢e. 

Cappers.—Indestro, No. 1000, $10.80 
er doz. net; Everedy, “ 100, $9; 
Jo. 1018, $10; No. CB,’ $21 

penny —Two X tapered No. 5, 70c. 
per bag of 500; No. 6, 75e.; No. 7, 
90c.; No. 8, $1.08; No. 9, $1.30: No. 10. 
$1.40; No. 12, $1.70; No. 14, $2.20; No. 
16, $3; No. 18, $3.50. ~e ® No. 18, 
$2.70. Straight, 144C, No. 7, $5.40 per 


consistent | 





1000 net; No. 8, $5.85; No. 9, $6.90; 
No. 10, $7.65. 


CLOCKS.—Clocks are selling well, 
especially the more expensive kinds. 
Retailers located in school and college 
towns are doing especially well with 
clocks. 


JOBBERS’ gage dl TO RE- 
TAILERS, F.O.B. BOST 

Clocks.— Westclox wag "ie Ben, 
$2.29 each net, luminous, $3.16; Big 
Ben De Luxe, $2.64; luminous, $3.52; 
Baby Ben, $2.29; luminous, $3.16; 
Baby Ben De Luxe, $2.64, luminous, 
$3.52. Sleepmeter, $1.40; luminous, 
$2.10. Blue Bird luminous, $1.76. 
America, $1.05; luminous, $1.58. Ben 
Hur, with base, $1.76; luminous, $2.46. 
If 2 doz. clocks of one design or as- 
sorted are purchased a discount of 
2%, per cént is allowed. 

Waterbury line.— Thrift, in case 
lots of 50, 70c. each, clock; Trusty, 
silver alarm, 75c.; New Haven, $2.10; 
Tel Tale, square, $1.35; Boston, $2.75; 
competitive, 70c. Tom Tom, in case 
lots of 24, $2.10 each clock. 


COCOA MATS.—Jobbers say buying is 
spotty, yet on the whole satisfactory. 
This is a time of year when retailers 
should push sales. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 


Cocoa Mats.—No. 1, 14 x 25 in., 65c. 
each net; No. 2, 16 x 27 in., 95c.; No. 
3, 18 x 30 in., $1.08. Keystone steel 
wire mats, No. 2, 18 x 30 in., $1.47 
each net. 
CONDUCTOR PIPE.—Each day sees 
a moderate amount of conductor pipe 
shipped out to retailers. It is the opin- 
ion of jobbers that sales during October 
will run ahead of last year. At least 
sales so far this month indicate so. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Conductor Pipe.—Steel, 28 gage, 2 
in., in lots of 250 ft., 18c. per ft., list; 
3 in., 20c. Discount, 60 and 15 per 
cent. Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount, 45 and 10 per cent. 
Sheet steel, 28 gage, 2 in., 18c.; 3 in., 


20c. Discount, 75 per cent. Higher 
prices are asked for smaller lots. 


Elbows.—Round, corrugated, steel, 


Reading matter continued on page 84 





28 gage, No. 2, 2 in., 30c. each list in 
lots of 300; 3 in. 36c. No. 3, 2 in., 
30c.; 3 in., 36c. ‘Discount, 60 and 16 
per cent. Toncan iron, No. 2, 2 in., 
40c. each list in = of 300; 3 in, 
48c.; No. 3, 2 in., 40c.; 3 in., 38c. Dis- 
count 55 per cent. Higher prices 


are asked for smaller lots. 


COTTON GLOVES.—There is some 
buying for delivery a little later in 
the year, but it is evident that retailers 
in general either carried over stock 
last season, or are waiting until the 
last minute to cover their require- 
ments. 
JOBBERS’ gpl es sof TO RE. 
TAILERS, F.O.B. BOSTON 
Gloves. —Cotton, with ps Andl wrists, 
No. 402, $2 per doz. net; No. 
$1.90; No. 403, $2; No. 410, ; 
With flannel wrists, No. 839, $1.25 
er doz. net; No. 64i, $1.44; No. 642, 
1.75; No. 873, $2.20. With leather 
front, knit wristers, No. 322C, % 50 
per doz. net; No. 213, $3.25; No. 327, 


GARDEN TOOLS.—Jobbers say they 
have made some progress in booking 
orders for next season’s delivery. Busi- 
ness so far this fall, however, is behind 
the showing made last year. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON: 

Garden Tools.—Trowels, No, 214, 6 
in., $2.25 per doz. net; No. 6 x 6 in., 
$1. *. cat 85, 85c.; No. 120, $1.50; No. 
140, Forks, No. 300, $3.50; No. 
40, $i 260 ” Weeders, $2. 

Garden Sets.—No. 112, child’s three 
tools, + ~1 Re sf “ery net; No. BBT, 
$2.14; No. HF, four 
pieces, NS: -" rsx, three pieces, 
$15.38; No. 83, three tools, ; No 
> gu efi: 178% No. 860, $2; No. 867, $4; 


oon _ AMMUNITION.—Retail- 
ers in many parts of New England 
have been doing a very good ammuni- 
tion business. The opening of the duck 
season has helped a lot. 
JOBBERS’ eg ee TO RE- 
TAILERS, F.O.B. BOST 
Drop Shot.—Air rifle, sg & tubes, 
$3.75 per case, net; Boy Scout, in 
tubes, $4.15; B and larger, $2.55 per 
bag. 
Shot Guns.—Single barrel, Excell, 
12 and 16 gage, 28 in., with ejector, 
in lots of less than 10, $7 each net; 
in lots of 10, 85. 
Rifles.—Hamilton, .22, with bolt ac- 
tion, No. 43, $2.60 each net. 


HOSE.—Fairly encouraging reports 
are had from jobbers regarding book- 
ings of orders for garden hose for 1929 
delivery. They say, however, the sur- 
face of the retail field has been no more 
than scratched. 


JOBBERS’ roe TO RE- 
TAILERS, F.O.B. BOSTON: 

hea eee garden. Commer- 
= ome. per ft. net; Leader, 
1 ‘Sie: in., 74c.; reget. 
5 _ 8%c.; uk, 
Good Luck, % in., 10c.; ilo, 
10%c.; Bull Dog, &% in., 13%c. 


KEGS.—Although not as active at this 
time of the year as in 1927, 1926 and 
1925, sales of kegs are good, all things 
considered. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 


Kegs.—Douglas fir, canphied, 5- 
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The Remington Weekly Letter 


Announcing the Remington Air Rifle 





Why should Remington put out an air 
rifle? 


To sell, of course—to make money, 
naturally—but that’s not the whole answer. 
There are many other things we might add 
to our line at this time that would sell 
profitably. 


We are putting out an air rifle because 


we have succeeded in designing such a . 


good one that we are sure every boy who 
sees it and compares it with others will 
want it. We are sure that the dealers who 
handle it will develop more business on air 
rifles than they ever had before. We are 
backing up this belief by extensive adver- 
tising starting in December issues which 
appear during November. 


The first thing you will notice about this 
new Remington 50-Shot Pump Action Re- 
peater is that it looks like a Remington .22 
Caliber Reepater—it has the lines, and 
the genuine American walnut stock and 
fore-end with pistol grip. You know how 
that will appeal to the boy. 


There are no levers that stick out and 


Remington Model 26 Repeating Air 
Rifle. Retail Price $7.50 





pinch the fingers, and it has special safety 
features to prevent accidental discharge. 
You know how these things will appeal to 
parents. 


It shoots farther and more accurately. 
Throughout, it is made of better materials, 
put together with greater care than you will 
find on other models. There are too many 
refinements and improvements to enu- 
merate them all here, but the boys will be 
quick to see them. 


Naturally, an air rifle of such marked 
superiority costs more to make and will 
have to sell at some advance if we are all 
to make a profit on it. This new Reming- 
ton is made to retail at $7.50, but the dif- 
ference in value is so apparent that it far 
outweighs the difference in price. The 
boys will pay for it if you give them the 
chance to see it. ; 


We shall try our best to fill all orders 
for the Christmas trade, but those who 
order at the last minute are Tikely to be 
out of luck. Play safe and order from your 


jobber now. 


President 


REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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$1.67; 
25-gal., 


10-gal., 


gal., $1.13 each net; 
$2.26; 


15-gal., $1.97; 20-gal., 
$2.57; 30-gal., $2.73; 50-gal., $3.87. 

Bungs.—Gem line, No. 3, l6c. 
net; No. 4, 20c.; No. 5, 23 - No. 6, 
26c. Extra bungs, $6 per 1000 count 


PADLOCKS.—Some of the manufac- 
turers of padlocks have issued new 
lists which show a slight reduction in 
prices for a few styles and numbers, 
but no change in the cost of a majority 
of the items has been made by them. 
Jobbers have not altered their prices 
as yet. 

RADIO TUBES.—One manufacturer 
has dropped its list price on five styles 
of radio tubes and also dropped the 
discount from 30 per cent to 35 per 
cent on the whole list. Changes made 
in the five styles of tubes follow: 


JOBBERS’ a apt TO RE- 
TAILERS, F.0.B. BOST 


each 





Radio Tubes. oe U AH DA, $2.75 
each, list; No. — 1A » ar No. 
UX226, .* NS. JY2 $4; No. 
UX280, $4.2 

Discount, "35 per cent. 

ROOFING MATERIAL.—There is 


of all kinds. The demand for papers, 
especially roofing is good. Jobbers are 
making prompt deliveries. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 
Roofing Paper.—Roll, saaoetis 
face, heavy $2 per roll net; extra 
heavy, $2.40. Apex, medium, $1.60. 
Zattle Axe, light, $1.15; medium, 
$1.49; heavy, $1.70. Mineral surface, 
super quality, red and green, $2.55. 
Balmar, $2.35 


sur- 


a 
fairly free market for roofing material | 


RUBBISH BURNERS.—Business is 
picking up in rubbish burnings. Retail 
buying, however, 
lots. 


JOBBERS’ gaggia. og TO RE- 


TAILERS, F.0O.B. BOSTO 

Rubbish apr lag hdl No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 


Covers, $2.12 per doz. net. 

SAWS.—As might be expected at this 
season, there is a call for wood saws 
|and frames. In view of the introduc- 
tion of oil burning heaters, gas heaters 
and other heating devices, the volume 
of wood saws sold each week is rather 
| remarkable. 


JOBBERS’ eT ton: TO RE- 
TAILERS, F.O.B. BOSTO 

Wood Saw Frames. i "03, $5.85 
cy doz. net; No. 50, $6.50; No. 40, 
48. 


‘Blades. No. 6, 30 in., 
net; 32 in., $5.85; No. 11, 30 in., $6; 32 
in.. "$6.65; No. 45, 32 in., $5.50. 

Complete Sets.—No. 150, $12.75 per 


$5.20 per doz 


doz, net; No. 150 Champion, $13.65; 
No. 40, $15.55; No. 45, $15.20; No. 111, 
$16.35. 

Cross GE ge mae No. 4% ft., 
$4.80 each net; 5 ft., $5.40; 51% ft., $6. 
No. 388, 414 ft., ” $2.60: 5 ft., $2.95; 5% 
ft., $3.20. No. 379, 4% ft., $1.95; 5 
ft., $2.18; 5% ft., $2.39. Disston, one- 


is confined to small | 
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Building Paper.—Red Star sheath- | man, champion tooth, No. 2 fine, 3 ft., 
ing, 25 to 35 Ib. to roll, $1.10 per roll $2.40 each net; 3% ft., $2.80; 4 ft., 
net; Continental, black, 500 ft. to $3.20; 4% ft., $3.60. Four-cutter, No. 
roll, $2.20; 250 ft. to roll, $1.25; Red D110, 3% ft., $3.80. Docking, No. 196, 
Rosin, $61 per ton. Deadening felt, 24 in., $23. 40 per doz.; 30 in., $: 
$113. Asphalt felt, $75 a ton. Two-man Disston, narrow 
Shingles.—Hexagon, strip, green, 10 or go toothed No. 286, 414 
in., $4.80 per square net; green and each; 5 ft., $2.20; 5% ft., $2.45 = 
blue, 12% in., $6.20. Giant individual, $2.60. writen Toledo, No. $598, $ 
$9.20. Kolortint, $9.50. Standard, t., $2.95 each; 5% ft., $3.20. 
green and blue, individual, $7. 


STOVE PIPE.—Stove pipe is selling 
quite freely, although not as much go 
as it was a fortnight ago. 


JOBBERS’ pe as cf TO RE. 
TAILERS, F.O.B. orn 


24. 





zag 
skye. per joint 
; 5% -in., 2116 


in. 


joints, 3- in., 
4-in., ; 


1914c.; 5- in., 20c. . 
6-in., 21%c.;_ 7-in.. 2414¢.:’ 18-in 
joints, 5-in., 17%c.; 5% in., 19%c.; 6- 
in., 1934c.; 12-in. joints, 5- ‘in., 13'4¢c.; 
51%-in., 13%c.; 6-in., 13%c.; 6-in. 
joints, 5- in, 83%4c.; 54% -in., Sloc.; 6- 
in., 944¢c.; 88 Base, 24- -in., joint 3. 
in., 14K. Pipe 16%4c.; 5- in., 17% 

51%4-in., 19% ; 6-in., 19%e.; > T-in., 24 


WINDOW GLASS.—Although manu- 
facturers of window glass recently 
| raised the cost of material, jobbers are 
| still doing business at former prices, 
and there is no indication they will 
change their minds within the near 
future. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 


Window Glass.—Third quality 





sin- 


gle B 25 bracket, 89 and 5 per cent 
discount; all other third quality sin- 
gle, 89 per cent; all double B, 88 per 
cent discount. ‘Single A, 25 bracket, 
87 per cent discount; above 25 
bracket, 86 per cent discount: all 


double A, 86 per cent discount. Frac- 
tional sizes, one fraction single, 25c.; 
double, 35c. 





Colorful Display in Wilson’s a laicisanid Kittle Ware Business for Store 


COLORFUL 
turing the Sanette kitchen garl 
recently shown in one of the windo 


Wilson & Sons hardware store at 1507 Hertel Avenue, 
In addition to the Sanettes, which are 


Buffalo, N. Y. 


manufactured by Master Metal Products, Inc., 
showed colored enamel 
ware in green, blue and yellow, white ware, tin ware, 
Green and sand colored 
crepe paper was used to decorate the window, and six 


Buffalo, the Wilson window 


wooden ware and glass ware. 


Sanette cans, three standard size and 


and effective window display, fea- 


with white, blue, 
yage receiver, was 
ws of the Jas. L. 


also of 


Jas. L. 


three junior size, view. 
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green, yellow and red finishes, were 


grouped in the center. 

The window was a pleasing harmony of attractive 
colors that arrested attention of the passersby and cre- 
ated a desire for ownership of the merchandise. 

One feature of the display was the attractive new 
cut-outs for window display purpose that have been fur- 
nished by the manufacturer. 

Wilson & Sons received a nice increase in 
kitchen ware business while this window display was on 
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~ Advantages of Handling 
Guaranteed Columbian Kope 





—_ 





—_—_ 





MADE BY COLUMBIAN ROPE COMPAN 
AUBURN, N.Y. 


GUARANTEED ROPE fi 
ye 





Advantage No. 3 


Identifies Your Store with a 
Quality Product 


Being looked upon as Headquarters for Quality Goods is 
the ambition of most dealers. 








There is always a method by which the quality in an article 
will be instantly known. Consistent advertising plus con- 
sumer demand has forcefully brought this method to the at- 
tention of dealers interested in high grade merchandise. 


For example, the sure way to identify a genuine high qual- 
ity rope is to look in one of the strands for the red, white and 
blue Tape-Marker. This Marker proves that the rope is 
Columbian, the Guaranteed Rope. 














It is not only backed by the Columbian organization, whose 
mills are the most modern in the world and whose facilities 
the most complete, but it is given the endorsement of the Rice 
Leaders of the World Association. This Association has se- 
lected the Columbian Rope Company as a member because of 
its qualifications of honor, quality, strength and service. 





The combined prestige therefore belongs to Columbian 
Tape-Marked Rope and is passed on to the dealer who 
handles it. 





Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches: New York Chicago Boston New Orleans Philadelphia 


COEUMBIAN Fi: ucROPE 
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Cincinnati Jobbers Report Business 


Fair—Prices Are Well Stabilized 


(Cincinnati office of HAKDWARE AGB) 


CINCINNATI, Oct. 9.—The fall trade of local hardware jobbing 
houses has been somewhat disappointing in that sales during the 
past month have fallen below those in the same period of 1927, and 
the best word which describes the situation is “fair.” 

In view of the general healthy condition of industry in this dis- 
trict and of the comparatively high rate of employment, jobbers had 
anticipated a business which would be at least up to normal, if not 


exceeding the average for the last few years. 


But retailers have 


been slow in placing orders for certain lines and this development 


has put jobbing activities below the anticipated level. 


The proba- 


bility is that the market will right itself shortly and that before the 
month of October is ended the normal] seasonal buying will have 
been done. In fact, jobbers are counting on such a course to offset 
the rather light volume of orders secured recently. 

Aside from a sharp increase in the price of alcohol, quotations 
have been well stabilized at the figures given below. Continued 
irregularities in common wire nails at Louisville are noted, but this 
is a special instance which fortunately does not apply to the market 


in general. 


Retail hardware dealers are doing a fair business both in the rural 


and urban districts. 


Interest in hunters’ equipment is indicative of 


the fact that the hunting season just ahead should be profitable to 
hardware merchants carrying well-rounded stocks in that line. 


ANTI-FREEZE SOLUTIONS.—There 
has been a sharp increase in the price 
of alcohol. The new schedule is given 
below. Otherwise, quotations are un- 
changed and future orders are fairly 


good. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Alcohol Glycerine.—In 1 gal. cans, 
$1.31 per gal., or $14 per doz. gal.; in 
5 gal. cans, $1.24 per gal. for one to 
three cans, $1.10 per gal., for three to 
five cans, $1.07 per gal., for six or 
more cans; in 50 gal. drums, 95c. per 
gal. for from one to four drums; 92c. 
per gal, for five drums or more. 

Eveready Prestone.—1'% gal. cans, 
$3.80 per gal. or $3.60 per gal .in cases 
of 4 cans; 1 gal. cans, $3.80 per gal., 
or $3.60 in cases of 6 cans; % gal. 
cans, $4 gal., or $3.80 per gal. in cases 
of 12 cans. 

Ivo.—In 3% gal. cans, in 30 gal. 
drums and in 55 gal. drums, $1.80 
per gal. 

Alcohol.—In 1 to 4 drums, 6l1c. per 
gal.; in 5 to 9 drum lots, 59c. per gal., 
in 10 drum lots or over, 57c. per gal. 

Note.—There is a charge of $6 per 
drum, but this is rebated when the 
drums are returned. The capacity of 
the drums is 53 gal. 

Alcohol in 1 gal. cans, 85c. per gal.; 
in case lots of 10 cans each, 83c. per 
gal.; in 5 case lots, 8le. per gal. 


AUTOMOBILE ACCESSORIES. 
—Business has shown an upward trend 
in the past few weeks. Jobbers are 
beginning to sell some of the winter 
items and quotations are published be- 
low. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CINCINNATI: 
Tires and Tubes.—Mansfield tires, 


30 x 3% Liberty Cord, $5.45: heavy 
duty oversize, $7.25; 32 x 4 Liberty, 


$10.20; heavy duty, $12.10; balloon 
tire, 29 x 4.40, $8; 30 x 5, $13; 32 x 
heavy duty, $17.40; 32 x 6.20, heavy 
duty, $24.85; tan tubes, 30 x 3%, $1.40; 
32 x 4, $2.20; 34 x 414, $2.80; balloon 
tire tubes, gray, 27 x 4.40, $1.55; 29 x 
$4.40; $1.65; 32 x 6, $2.65. 
TIRE CHAINS.—tTire chains, 35 per 
cent off; in lots of 12 pairs or more, 


40 per cent off. 


BOLTS AND NUTS.—tThis line is 
moving at a moderate rate. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove bolts, 

20 per cent off list; square hexagon 
and tap nuts, 60 per cent off list. 


BUILDERS’ HARDWARE.—Sales 
have held up well in the past month 
and jobbers expect a continuation of 
an active trade through October. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.—Square bevel inside 
sets in case lots, $4.75 per doz. . 

Butts.—314 in. old copper and dull 
brass butts, 174%4c. per pair in case 
lots; sand blast brass finished butts, 
23c. per pair in case lots. 


BOYS’ WAGONS.—There has been a 
liberal demand for this product and 
dealers are finding it advisable to carry 
well-rounded stocks. 

JOBBERS’ QUOTATIONS TO RE.- 





TAILERS, F.O.B. CINCINNATI: 


Bunny wagon, 85c. each; greyhound 
No. 483, $3.10 each; greyhound No. 


Reading matter continued on page 88 











493, $2.85 each; greyhound No. 497, 
$3. 15 each; greyhound No. 697, $4.45 
each; speedhound No. 293, $3.25 each; 
scooter No. 108, a 15 each; scooter 
No. 109B, $2.60 each 


COAL HODS.—In this line orders have 
been of fair volume. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 
Japanned coal hods, 17 in., $3.35 per 
doz.; 18 in., $3.80 per doz.; dip gal- 
vanized coal hods, 17 in., "$4.45 per 
doz.; 18 in., $4.85 per doz. 


FIRE SHOVELS.—Dealers are placing 
orders for fire shovels at a good rate. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 
No. 6, 50c. each; No. 5, 70c. each; 
No. 256, galvanized, 80c. each; Never- 
break, $4.25 each; Boss, $1.75 each. 


FLASHLIGHT BATTERIES.—T here 
has been no change in the past two 
weeks. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 


2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 
= small or large monocells, 6c. 
each. 


GAME TRAPS.—While the hunting 
season has not opened, retailers are 
stocking this item in _ substantial 


volume. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Game traps, No. 1, $1.38 per doz.; 
game traps, ~~ Ne 3 .44 per doz.; 
game traps, 3.36 per doz.; 
game traps, Nw 00, $1.10 per doz.; 
jump traps, No. 1, $1.83 per doz.; 
jump traps, No. 1%, $2.81 per doz.; 
double jaw traps, No. 91, $2.93 per 
doz.; double jaw traps, No. 91%, $3.90 
per doz. 
GUNS.—In this commodity also re- 
tailers are preparing for a good season 
just ahead. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Single barrel shot guns, $6 to $10.75 
each; double barrel shot guns, $13.50 
to $33.25 each; single shot rifles, $2.12 
to $7.40 each; repeating rifles, $10.20 
to $22.40 each; automatic rifles, $20.36 
each; air rifles, $12 to $40 per doz. 


GASOLINE LAMPS.—The demand for 
lamps is developing rapidly as shorter 
days approach. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Gasoline lamp No. 117, $6.50 each; 
No. 118, $7 each; No. 119, $8 each; 
gasoline lantern No. 220, $5.95 each; 
No. 228, $6.30 each; gasoline lamp No. 
C329, $5.50 each; No. P829, $12 each; 
No. B329, $6.75 each; gasoline lantern, 
No. L327, $4.70 each. 
NAILS.—Irregularities in prices of 
jobbers at Louisville continue, but local 
situation is firm at quotations pub- 
lished below. Demand has been of fair 
proportions. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 
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TER Pliers 
cut steel pins 
easily 








“ T have used a single 
pair of Master pliers 
for a long time in the 
very hardest kind of 
work—on cables and 
fence wire where the 
wire was simply un- 
cuttable.” 





“One of my men told 
me that these pliers 
were perfectly satisfac- 
tory on fence wire and 
easy to handle for 
number 6 iron wire.” 


, * exclusive com- 


pound leverage design of Master 
pliers and the crucible vanadium tool 
steel blades make it easy to cut steel wire 
—not copper but steel—with these power- 
ful pliers. 










MASTER Pliers 
are unconditionally 
guaranteed against 
breakage. 


Cuts that would be abuse for an ordinary pair of 
pliers are all in the day’s work for Master pliers. 






Even when the material being handled is hard, Master 
pliers make a clean cut without distortion. Side strains can- 
not cause the blades of a pair of Master pliers to pass; hard 
work cannot loosen the joint or injure the cutting effective- 
ness of the jaws. 


The hardened chrome nickel steel rivets electrically welded 
in the stationary side of each joint make the plier as firm as if 
made of one solid piece of steel. 


Examine a pair of Master pliers for yourself. Try them in any 
way you like. Notice the far greater power, the easier operation 
on difficult work; examine the careful workmanship and the 
high quality of materials in this new and finer tool. You will 
see readily why Master pliers outsell other types; why ex- 
perienced workmen will have no other tool. 


"Up 


Large box joints, totally 
enclosed when the alloy 
steel pins are welded in 


Write for samples and facts about the sales possibilities of place, give strength and 
Master pliers. Order from your jobber. smooth, easy action. 


MASTER PLIER CORPORATION 







alloy steel pins never wear. 


ye Hardened chrome nickel 


Vanadium alloy steel jaws 


7328 Harrison Street Forest Park, Illinois 3 give strength for heavy 
cuts. 
Master Pliers are stocked by 
Hibbard Spencer Bartlett & Co. Buhl Sons Co. Frankfurth Hardware Co. 4 bevy. eg Tn gabe edge 
indefinitely. 


and other leading jobbers 


Distributed in the hardware field in New York by Cavanagh Bros. & Co., H A 10-11 Gray 
89-91 Warren St., New York City : 





{ 

al 

4 

» 
2 

} 
a 





- a _ HARDWARE AGE for OcTOBER II, 


OIL AND GASOLINE STOVES AND | 
HEATERS.—Shipments of this line by | 
local jobbers are indicative of the deter- 
mination of retailers to carry ample | 
stocks to meet fall needs. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: | 
Oil Ranges. — Perfection in white 
porcelain with built-in ovens, No. 
339 with 5 Superfex burners, $140; 
No. 279, $120; Puritan, with white 
= with built-in oven, No. 249, 
$122. 


Oil Stoves.—No. 74 Perfection, 4 
burners, $29.50; No. 73 Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 
Puritan, 4 burners, $29.50; No. 43 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchases of less than $50, 30 per 
cent; on all net purchases, including 
and following $50, qualifying order 
33%, per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of from 
2 per cent to 10 per cent will be paid, 
according to volume of business. 

Gasoline Pressure-Gas Stoves.— 
Puritan No. 714, 4 burners, $38; No. 
713, $33; No. 703 3 burners, $126.50 
Puritan white —_—— range, with 
built-in ovens, No. 759, $128. 

Scandcdiehiaien. No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burner, glass 
swing door, $6.20: Puritan, No. 42G, 
2 burner, glass drop door, $5.50: No. 
42, 2 burner, steel drop door, $5.25. 

Note.—Dealers’ discount on Per- 
fection and Puritan ovens the same 
as on Perfection stoves. 

Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves). 

Oil Heaters. — Perfection portable 
kerosene-burning room heaters, No. 
1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
globe, $9.7 No. 1530, black drums, 
nickeled oo Rh '$9.95° No. 525, 
black drums and trimmings, $7.25. 

Note.—Discounts the same as on 
Perfection stoves. 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $29.50 each list; 5 
burner, $41.50 each list. 

High shelves for above, 2 burner, 
$5.65 each list: 3 burner, $7 each list; 
4 burner, $8.60 “each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 per 
doz. list: chimneys complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 36 
per cent discount. 


PAINT SUPPLIES.—B usiness has 
been fair and prices have been well 


stabilized. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
78e. per gal.; turpentine, in 2 barrel 
lots, 68¢e. per gal:: white and red lead 
in 500 Ib. kegs, 13%4c. per Ib. less 10 
per cent. 
RADIO BATTERIES.—From the rural 
districts has come a liberal demand for 
radio batteries. Undoubtedly the pres- 
idential campaign is having a stimulat- 
ing effect on radio sales. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Net price Net price 





| 














each, less each in 
Stock No. unit pkg. unit pkgs. 
Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308.. 2.81 2.63 
B batteries. No. 2308.. 1.88 1.78 
B batteries, No. 5398.. 1.88 y My 
B batteries, No. 2158.. 1.31 1.22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370.. .38 35 
A batteries, No. 6....  .40 35% 


Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. | 
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REGISTER SHIELDS.—Fall 
have been placed in satisfactory volume 
with Cincinnati jobbing houses. 
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22308, 10308 and 2308 are in unit pack- 
ages of 6; No. 2370 is in unit pack- 
ages of 10; No. 6 is in unit pack- 
ages of 50. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tube, $2.2 
each; MV199 several purpose p= hag 
$2.25 each; MX201A general purpose 
tube, $1.50 each; MX201B general pur- 
pose tube, $2.50 each: MX200A detec- 
tor tube, $4 each: MX240 high Mu 
tube, $2 ‘each: MX112A power ampli- 
fier, $2.75 each; MX171A_ power 
amplifier, $2.75 each; MX280 full wave 
rectifier, $4.25 each; MX281 half wave 
rectifier, $7.50 each: MX226 amplifier, 
$2.25 each: MY227 dectector, $4 each. 


We quote from Cincinnati jobbers’ 
stocks 

Gem copper floor register, $12 per 
doz.; Gem copper wall register, $6 
per doz.; Star japanned floor regis- 
ter, $10 per doz.; Star japanned wall 
register, $5.20 per doz. 


ROPE.—There has been no change i 
rope prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Ocean Manila rope. 22%c. per Ib.; 
Sisal rope, 14c. per Ib. 


ROLLER SKATES.—Sales have 
creased in the past two weeks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.— Light, standard, 
$1.10: medium standard, $1.30; heavy 
standard, $1.60; light Holdfast, $1.25: 
medium Holdfast, $1.70: heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 

Roofing Coating.—Coal tar, refined, 
in barrel lots. 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 1216c.; in 5 Ib. cans, 91c. per Ib.; 
in 10 Ib. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per Ib. Certain-teed cement, 
36 lb. to the case, $4.25 per case; in 
5 Ib. cans, 12 cans to the box, 8%c 
per Ib.: in 10 Ib. cans, 6 cans to the 
box, 7%c. per Ib 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATT: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 ner doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
eans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.: case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola. 12 oz. cans, less than case 
lots, $2.25 per doz.;: case of 2 doz. 
cans $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50: half dozen quantity, $2 per at., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size. $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 


RADIO TUBES.—Prices of tubes are 
| quoted below. 


orders 


in- 


ROOFING MATERIAL.—Business has 
been fairly good in this line and prices 
are steady. 


SANITARY PRODUCTS.—These com- 
modities continue to be in good demand 
throughout the entire territory. 


SCREWS.—Orders have come 
local jobbers at a moderate rate. 


STOVE PIPE.—Jobbers are 
with the volume of business they have 
obtained on this line. 








STOVE BOARDS.—This 
also has been moving well. 








a 
per doz.; Silvershyn, 4% oz size, 
$1.80 per doz.; Waterless Cleaner, 3 
pt. size, $5.40 per doz.; same, 5 pt, 


size, $9 per doz.; Window cle aner, 6 
oz. size, $3.60 per doz.; same, 12 oz, 
size, $5. 40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 02. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size 
$3.60 per doz. F 

Hercules tile and porcelain clean- 
er, $2 per doz.; in gross lots, $1 per 

OZ. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$3. 50 per doz. 

Hercules boiler liquid, quart cans, 


$1.50 each. 

Economy plumber, drain pipe clean- 
er, $2 per doz. 1-lb. cans. Same in 
2-Ib. cans, $3.90 per doz. The 1 Ib. 


size is packed 1, 2 and 3 dozen to a 
carton. The 2 lb. size is packed in 
1 and 2 dozen cartons. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright scréws, 60 and 5 
off list; flat head blue screws, 60 off 
list; flat head brass screws, 50, 10 
and 5 off list; round head blue screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 1g off list; bright 
wire goods, 85, 20 and 5 off list. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. co eg pighee 

Stove Pipe.—29 gage u.c. crated 
pipe, 4 in., $10 per 100 A ts 29 gage 
u.e. crated pipe, 6 in., $12 per 100 
joints; 29 gage u.c. created pipe, 7 in., 
$14.50 per 100 joints; 28 gage u.c. 
crated pipe, 6 in., $12.80 per 100 
joints; 28 gage u.c. crated pipe, 7 in., 
$15.35 per 100 joints. 

Elbows.—U.c. elbows, 4 in., 95c. per 
doz.; 6 in., $1.40 per doz.:  § ‘in., $1.85 
per ‘doz. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Paper-Lined Stove Boards.—24 x 24 
n., $6.85 per doz.; 30 x 30 in., $9.90 
per doz.; 35 x 35 in., $14.60 per doz. 

Wood-Lined Stove Boards.—24 x 
24 in., $11.40 per doz.; 30 x 30 in., 
=. 25 per doz.; 36 x 36 in., $25.50 per 


uneenaniint nas are well 
stocked to care for the requirements 
of the fall trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4; No. 
pag $5.50; No. 959, $6.05; No. 1537, 
$5.25; No. 1149, $7.10, and No. 836, 
$3.35, all prices per doz. 

(Continental ee ae metal type, 

k $4.60; No. 837, $4.75; No. 
1137, $5.30: No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per doz. 

Diamond E ventilators, all metal 
type, No. 01, $4.40: No. ~ $4.80: No. 
03, $5.60: No. 1, $5.20: No. 2, $5.60; 
No. 3, $6. 40; No. 4, $7.60, and No. 5, 
$8.40. <All Diamond E prices are per 
doz. 


WEATHER STRIPPING.—This line is 
beginning to move better, although 
sales still are somewhat meager. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wood and rubber weather strip- 
ping, No. 1, $17.25 per 1000 ft.; No. 
114, $24 per 1000 ft.; No. 4, $34.50 per 
1000 ft.; No. 7, $41 per 1000 ft. 

Wood and felt weather stripping, 
No. 71, $19.50 per 1000 ft.; No. 71%, 
$27 per 1000 ft.; No. 75, $46.50 per 
1000 ft. 

All rubber weather stripping, No. 
9, $21 per 1000 ft.; No. 10, $28.50 per 
1000 ft.; No. 11, $35.50 per 1000 ft. 


in to 


pleased 


commodity 
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Coleman /nventions 
this Year! 





NEW 


Instant Gas 
Starter on 
Air-O-Gas Stoves 


Turn a valve, strike 
a match and it’s 
going. (patents 
pending). Fullcook- 
ing heatin less than 
a minute, 


NEW 


Instant-Lite 


Lamps&Lanterns 


—with the New 
Coleman Instant 
Gas Lighting Prin- 
ciple. No generat- 
ing nor preheating. 
New Automatic Air 
Release and New 
Triple-Life Generator. 


NEW 


Instant Gas 


Iron 


Lights just like city 
gas... at the turn 
of a valve and the 
touch of a match. 
No generating. No 
preheating. 


NEW 


Thermo-Safety 
Control on 
Radiant Heater 


Radiants light auto- 
matically. A bigsafety 
feature. Thermostatic. 
Regulates fuel supply 


_ «+. prevents flooding. 


Heater also has In- 
stant Gas Starter. 








It Pays to Keep Pace with Coleman Progress! 


Early this year Coleman brought out the new Air-O-Gas Stove with the amazing Instant 
Gas Starter. Then came the Instant Starting Coleman Iron. Next the Instant-Lite 
Lamps and Lanterns. And last but not least, the New Coleman Radiant Heater, No.5! 


These great Inventions are part of a campaign that is making this the greatest year in 
Coleman history. Keep Pace with Coleman Progress. Put these new inventions to 
work for you. Be ready for a volume demand, quick turnover and steady profits on all 
Coleman Products. Write for descriptive literature and dealers’ net prices. 


THE COLEMAN LAMP & STOVE COMPANY 


General Offices: Wichita, Kansas, U.S. A. 
Factories: Wichita,Chicago, Toronto. Branches: Philadelphia, Chicago, LosAngeles 


New er er er se se sr 
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Twin Cities Dealers Await Demand 
for Hardware Lines—Few Price Changes 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Oct. 9.—Marketing of crops this fall is being pur- 
sued slowly in many parts of the territory tributary to the Twin 
Cities. Farmers are selling their grain only as necessity arises 
and are awaiting better prices wherever possible. This makes buy- 
ing on their part a little more constricted than it otherwise would be. 

However, the dealers in merchandise of all kinds are ready for 
the demand which is sure to come. Stocks are in place and windows 
trimmed for fall demands. Hunting equipment is especially promi- 
nent at present, and is meeting with large demands. Likewise the 
homeowner is preparing his place for the colder months and house- 
hold hardware is selling more briskly. 

Prices show but few changes this week. 





AXES.—Sales are steady, with fair | yong outside ohn, eet ene 
s | ¢ sets oar se . 
volume. Prices are unchanged. mea merle pti ow nder fron 
eS eT cae: , ight, plain strap hinges, 3 in., 6¢. 
TAILERS, F.O.B. : doz. pair; n., 75¢. doz. pair; heavy 
Single bit base weights unhandled | 


| plain strap hinges, 4 in., 93c. doz. 
axes, $16.50; double bit, $21.50; pair; 5 in., $1.22 doz. pair; 6 in., $1.56 


Plumbs Dreadnaught, single bit, un- doz. pair; light plain tee hinges, 3 
handled, $15; double bit, $20; han- in., 62c. doz. pair; 4 in., 78c. doz. 
dled, single bit, $19.25; double bit, pair; heavy plain tee hinges, 4 in., 


handled, $24.25 doz., net. $1.06 doz. pair; 5 in., $1.20 doz. pair; 

, 6 in., $1.40 doz. pair; 8 in., $1.95 doz. 
AUTOMOBILE TIRES.—Call for tires pair; extra heavy plain tee hinges, 4 
is fair, though not so heavy as a few in., $1.28 doz. pair; 5 in., $1.58 doz. 


* pair; 6 in., $1.89 doz. pair; 8 in., $2.83 
weeks ago. Stocks are ample, with doz. pair; 10 in., $4.53 doz. pair net. 
prices unchanged. 


COAL HODS.—Stocks are ready for 
’ 1ONS TO RE- E 

a ee cae. tae poet the fall demand, which has not started 
Mansfield tires, Liberty cord, 30 x yet. Prices are firm. 


3%, $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 
4.40, $9.15; 30 x 5, $13; 32 x 6, heavy 
duty, $21.10; 32 x 6.20, heavy duty, 
$24.85 each, less 5 per cent. Mans- 
field tubes, tan, 30 x 3, single lots, 
$1.50; case lots (12), $1.40; 32 x 4, 
single, $2.50; case (12), $2.40; 34 x 4%, 
single, $3.10; case (12), $3; gray tubes, 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Japanned open coal hods, 17 in., 
$3.35; 18 in., $3.85; japanned funnel, 
17 in., $4.30; .18 in., $4.90; galvanized 
open, 17 in., $4.65; 18 in., $5.40; gal- 
vanized funnel, 17 in., $6; 18 in., $6.80 
doz., net. 


Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


GALVANIZED WARE.—Demand is 
steady with stocks well filled. Prices 
show no changes. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 at., 
stock pails, $4.70; 18 qt., $5.50; stand- 
ard galvanized tubs, No. 1, $7; No. 
2, $7.90; No. 3, $9.20; heavy galvan- 
ized tubs, No. 1, $12.85; No. 2, $14.05; 
No. 3, $15.25 doz. net. 


GLASS AND PUTTY.—Demand con- 
tinues to improve in this line with 
stocks well filled. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength glass, 
Minnesota prices, 85 per cent from 
lists; strictly pure putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 


ICE CREAM FREEZERS.—Sales are 
normal for this time of the year, and 
prices firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
White Mountain freezers, 2 qt., 
$2.80; 3 qt., $3.38; 4 qt., $4.14; 6 qt., 
$5.25; 8 qt., $6.75 each net. Arctic 
freezers, 2 qt., $2.80; 3 qt., $2.78; 4 
qat., $3.40; 6 qt., $4.30; 8 qt., $5.55; 10 
qt., $7.40; Acme, 2 qt., galvanized, 
75c.; 4 qt., enameled, $1.65 each, net. 
NAILS.—Deliveries show a fair volume 
of business. Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100 lb. kegs at 
$3.10 per keg, base. 


OIL STOVES AND HEATERS.—Oil 
heaters are selling well at present, 


balloon types, 27 x 4.40, $1.80; case 


EAVES TROUGH CONDUCTOR PIPE 


(12), $1.70; 29 x 4.40, single, $1.85; hee: aa 
case (13), $1.78: 80 x 6, single, $2.38: AND ELBOWS.—Demand for this line 


case (12), $2.15; 32 x 6, single, $3.10; is fairly good with prices slightly al- 
case (12), $3; 32 x 6.20, single, $3.50; tered. 


with stocks well filled. Oil stoves show 
a fair volume, though the heavy season 
is over. Prices are firm. 


case (12), 3.40 each, less 10 per cent. 


BALE TIRES.—Demand is still rather 
light in a retail way. Stocks are ready 
for the call. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Single loop bale ties, 9% x 14, $1.64; 
9% x 15, $1.46; 9% x 14, $1.68 per 
bundle, net. 


BUILDERS’ HARDWARE.—Deliveries 
in this line are fair with fall building 
going forward steadily. Prices have 
not changed. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

3% x 3% steel butts, old copper and 
dull brass finish, 19c, pair in less 
than case lots, 18c. pair in case lots; 

4 x 4 steel butts, old copper and dull 
brass finish, 26c. pair in less than case 
lots, 25c. pair in case lots; broad 
bevel steel inside sets, old copper or 
dull brass finish, one piece knobs, 
less than case lots, $7 doz. sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylinder 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 28 ga., 5 in., S.B. 
slip joint, in crates, $5.25 per 100 ft.: 

6 in., $6.40; conductor pipe, 28 ga., 3 
in., in crates, not nested, $5.10 per 
100 ft.; 4 in., $7.15; 3 in., galvanized 
corrugated conductor elbows, $1.73 
doz.; 4 in., $2.88 per doz. net. 
FIELD FENCE.—Call for fencing is 
improving as the fall work on the 
farms progresses. Stocks are well 
filled and prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Field fence, 9 ga. top and bottom, 

11 ga. intermediate, 26 in. high, 
$39.69; 32 in., $46.12; 39 in., $52.93; 
47 in., $59.74. 

Ten gage top and bottom, 15 ga. in- 
termediate, 26 in., $30.04; 32 in., 
$34.54; 39 in., $39.42; 47 in., $44.30. 

FILES.—Sales are steady with good 
volume. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500, Nesco oil stoves, $80 each; 
No. 213, $22 each; No. 213 with No. 
1103 shelf, $28.50 each, less 30-5 per 
cent. Perfection oil ranges, white 
porcelain with built-in ovens, No. 
339-5 Superfex burners, $140; No. 
279,. $120. Stoves No. 74, 4 burners, 
$29.50; No. 78, $23.25; No. 72, $18. 
Puritan oil ranges, white porcelain, 
with built-in oven, No. 249, $122: 
stoves No. 44, 4 burners, $29.50; No. 
43, 3 burners, $23.50; No. 42, $18. 
Puritan pressure-gas (gasoline) white 
porcelain range with built-in oven, 
No. 759, $128; stoves No. 714, 4 burn- 
ers, $38; No. 718, $33; No. 703, 3 burn- 
ers, $26.50, list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass door, 
$2.70; No. 122G, 2 burner, glass swing 
door, $6.20. Puritan No. 42-G, 2 
burner, glass drop door, $5.50; No. 42, 
2 burner, steel drop door, $5.25, list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green porcelain, Pyrex globe, $16.50: 
No. 1526, black japan, Pyrex globe, 
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$9.75; No. 1530, black japanned, nick- 
eled trimming, $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 331% per cent; on all 
purchases amounting to $250 or more 
during the calendar year, annual 
bonuses will be paid according to 
the volume of business. 


PYREX OVENWARE.—Sales show a 
fair amount of business in this line, 
with stocks well filled. Prices have not 


changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 teapots, $1.67; No. 26 teapots, 
$2.33 and No. 9538 percolator tops, 7c. 
each net. 


REGISTERS.—Demand is steady and 
shows a good volume. Prices have not 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Cast iron registers, 20 per cent, and 
wrought steel registers, 40 per cent 
from lists 


REGISTER AND RADIATOR 
SHIELDS.—Sales are beginning to de- 
velop for the fall and winter in this 


line. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 

Radiator shields, Gem adjustable, 
No. 1, $4; No. l-a, $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 39 
per cent. These models with water 
humidifiers are $1 extra each, list. 


ROPE.—Sales are steady with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade, manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 238c.; best grade sisal rope, 
l7c. lb., base. 


SANDPAPER.—Demand is good with 
stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SANITARY PRODUCTS.—Call for 
items in this line is steady with a good 
total. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz, size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 41% oz. size, $1.80 
per doz.; Waterless cleaner, 2 pt. 
size, $5.40 per doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 
size, $3.60 per doz.; same, 12 oz. size, 
$5.40 per doz.; Presto Lustre, 6 oz. 
size, $2.60 per doz.; 12 oz. size, $4.32 
per doz.; 16 oz. size, $5.40 per doz., 
= Dry Cleaner, 8 oz. size, $3.60 per 
oz, 

_Desolvo special pipe cleaner, 10 oz. 
Size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo, 


doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
can, case of 1 doz. cans, $7 per doz., | 
and gross lots, $6.50 per doz. | 

oset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 


lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz, 

Chaco boiler liquid, single quarts, 
$2.50; half doz. quantity, $2 per qt., 
and doz. quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $3.50 doz.; Her- 
cules boiler compound, qt. cans, $1.50 
each. 

Economy Plumber drain pipe 
cleaner, 1 lb. cans, $2 per doz.; 2 lb. 
cans, $3.90. The 1 lb. size is packed 
in 1, 2 and 3 doz. to the carton and 
the 2 lb. size is packed 1 and 2 doz. 
to the carton. 


SASH CORD AND WEIGHTS.—De- 
mand is showing signs of the end of 
the building season. Prices have not | 
changed. | 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sash cord, No. 8 (base), 
65c.; second grade, 38c.; third grade, 
36c.; cast iron sash weights, $2 cwt. 
net. 


SCREWS.—Sales are steady with de- 
mand good. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent; 
round head iron nickel plated, 25 per 
cent; flat head brass, 45 per cent; 
round head brass, 40 per cent from 
lists, 


SOLDER.—Call for solder shows a fair 
amount of demand. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Strictly half and half solder at 32c., 
and warranted half and half solder 
at 33c. a Ib., in 100 lb. boxes, net. 


STEEL SHEETS.—Demand is normal 
with ample stocks on hand. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. TWIN CITIES: | 
Galvanized steel sheets at $4.75 | 
cwt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.); | 
Armco galvanized iron, 24 ga., $6.65 | 
ewt., net. | 
STOVE PIPE ELBOWS AND DAMP- | 
ERS.—Demand is growing in this line 
with stocks well filled. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Stove pipe, uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated 6 in., 
elbows, $1.27; adjustable charcoal 
iron, 6 in., elbows, $2 doz.; cast iron 
wood handle dampers, 6-in., $1.25; 
coil handle, $1.15 doz., net. 


STOVE BOARDS.—Call for stove 
boards is just beginning in a retail 
way. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Crystallized stove boards, 28 x 28, 
$16; 30 x 30, $18.60, and 36 x 36, 
$25.95 doz. net. 


STOVE SHOVELS.—Sales are. still 
light with stocks ready for the fall 
demand. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Stove shovels, japanned, 14% in., 
50c.; Jumbo, japanned, 21% in., $1.35; 














Jumbo, Jr., japanned, 75c. doz. net. 


the summer. 


triple strength, 16 oz. size, case of 2 | TIN.—Call for sheet tin is fair with 
| prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 Ib. coating, $15.50 box, net. 


+ ubola, 12 oz. cans,'less than case | WEATHER STRIP.—Demand is grow- 
ing for this line of material. 
are ready for the call with prices re- 
maining firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Weather strip, wood and felt, % 
in., $2.10; % in., $3; 1 in., $4.20; 
Wirf's, full reels, $3.50; Bosley, full 
reels, $3.75 per 100 ft., net. 


WIRE.—Fence wire is selling fairly 
well with dealers in position to make 
prompt delivery. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, $2.97 per 
80-rod spool; painted hog barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvanized wire, $3.55 
cwt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 


WHEELBARROWS.—tThere is some 
buying for domestic needs. 
tors are not purchasing as freely as in 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and Me- 
teor, fully bolted, barrel type tray, 
$34.50 doz. net; No. 2T tubular bar- 
rows, $7.33; No. 16, Gopher garden 
$4; No. 10, American garden, $6.25 
each net. 


WINDOW VENTILATORS.—Sales are 
showing improvement in this line. 
Stocks are well filled and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No.V923, $4.05; No. 
V937, $4450; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No. 1549, 
$7.80. Prices are per dozen net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per dozen net. ° 


WRENCHES.—Sales continue fairly 
good with stocks well filled. Prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent and Trimo pipe wrenches, 65 
per cent from list. 3emis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each net. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75: 
No. 101, Master Service Set, $13.75: 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant ‘Snap-on’ with extra 
heavy duty ratchet, $27.35 list, less 
3314 per cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96, 
and 10 in., $8.64 doz. net. 
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New York Jobbers Report Business Brisk 
—Holiday and Winter Lines Very Active 


NEw York, Oct. 9.—Local hardware jobbers are unanimous in 
reporting active business conditions at this time, and in the majority 
of cases state that trade is better than that of the same period last 
year. Toys, tree lighting outfits and many other lines of holiday 


hardware are in strong demand. 


Quite a lot of future business is also being done, particularly in 
cutlery, and some orders are coming through for spring lines, such 


as mowers and steel goods. 


The price situation remains practically unchanged. 


Collections are fair. 


ASHCAN TRUCKS.—Demand which | 


started during the recent cold spell has 
slackened somewhat due to the return 
of warmer weather. 


Prices have con- | 


JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.0.B. NEW YORK: 
Steel butts, 3%4 by 3%, in case lots, 

181%4c. per pair. Less than case lots, 
19c, per pair. 


tinued firm and jobbers report full | CARPET SWEEPERS.—The normal 


stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Moore’s Handy Ashcan Trucks, No. 
105, $2.20 each, and No. 60, $1.85 
each, 
ASH SIFTERS.—As the demand has 
slackened for ashcan trucks, so has the 
call demand weakened for sifters. A 
fair quantity are being sent out by 
local jobbers who do not expect any 
great price change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Rotary ash sifters, $2 each. 


BATTERIES.—The return of popular 
features in fall broadcasting programs 
and the intense interest in the political 
radio programs has caused an active 
demand for radio batteries. Orders 
are being filled from ample stocks, with 
prices remaining the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6, ignition type, 
32%c.; No. 7111, same type, 35'c. 
each. 

Hercules, No. 6, 
each in lots of 50. 

B batteries, No. 767, $2.06 each; in 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty, vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt, No. 486, $3.20 each; 
units of 5, $2.97; New Layerbilt, No. 
= $3.22 each; in units of 5, $2.97 
eacn, 


BOLTS AND NUTS.—Stocks are re- 
ported to be in good condition. No un- 
usual sales are being made nad prices 
are still firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
oe per cent off list; 1% to 1%, 30 off 
ist. 
Coach screws, 
60 per cent off list. 
per cent off list. 


BUTTS.—A normal activity with this 
line exists. Reasonably steady prices 
are reported. 


ignition type, 23c. 


55 off list. Case lots, 
Step bolts, 50 


| 
| 


demand which exists throughout prac- 


| tically all the year is being increased 


| 
| 
| 





with many extra orders. Satisfactory 


| stocks are reported by most jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carpet sweepers, Standard, $3 each; 
Universal japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 








Clemson Bros. Adhere 
Strictly to Jobber- 
Dealer Distribution 


Clemson Bros., Inc., Middletown, 
N. Y., manufacturers of Star hack- 
saws, have issued a letter to the 
trade in reference to direct consumer 
sales. 

The company takes the stand that 
its success and the position it holds 
in the hacksaw industry is predi- 
cated on a policy of strict adherence 
to recognizing the hardware jobber 
and the mill supply house as the 
legitimate distributors of its prod- 
ucts; that it is not interested in the 
taking of direct consumer business, 
inasmuch as it is in direct competi- 
tion with the distributor; that it is 
the company’s desire that the large 
direct consumer purchase through 
the proper channels. 

Concrete steps toward that end 
are outlined in the letter. 




















FLASHLIGHT UNIT CELLS.—Job- 
bers report a steady sale. Prices are 
still being maintained and orders filled 
from satisfactory stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Eveready Flashlight unit cells, No. 
703, 1944c.; No. 706, 13c.; No. 710 


| 


| 
| 





68c.; No. 734, 40c.; No. 750, 13c.; No. 
761, 19'%4c.; No. 950, 644c.; No 935, 
6l4c.; No. 409, 3214c.; No. 705, 19% be 

No. 790, 13c.; No. 791, 13c.; No, 700, 
13c. Prices are each and net. 


FLASHLIGHTS.—Stocks are in good 
condition say many jobbers. Demand 
active and prices firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 


Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No. 2631, 68c.; No. 2612, $1.10: 
No.’ 2672, $2.08; No. 2674, $2.08: No. 
697, $1.49; No, 2642, $2.73; No. 2644, 


2.73; No. 2660, 84c.; ; No. 2634, $1.17; 
No. 2619, $1. 43; No. 6993, $2.63; No. 
2645, $3.57 Prices are each and net. 


Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each 


NAILS.—A moderate demand continues 
with no change in prices. Stocks are 
full. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Common wire nails, bright, 44d, 
$4.25 per keg; 6d, $4 per keg: 8d, 
$3.85 per keg; 16d, $3.75 per keg. 
Common wire nails, galvanized, 4d, 
$6.75 per keg; 6d, $6.50 per keg; 8d, 
$6.35 per keg, and 10d, $6.25 per keg. 

Wire box nails, anata, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 


$3.95 per ke Wire finishing nails, 
bright, ~*~. 4.95 per keg; , $4.35 
per me: S6 , $4.10 per Keg, and 10d, 
$4 per keg. "Wire finishing nails, gal- 


vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 
OIL HEATERS.—Demand has sslack- 
ened due to warmer weather. Prices 


firm and stocks adequate. 


RADIATOR SHIELDS.—tThese are in- 
creasing in demand. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Radiator shields, Gem fens. 
No. 1l-a ones: 7 $4.50 
: . : "$5. 40° No. 
6, $6; No. 6b, $6; No. % 36.50: No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


PRESTONE.—While there has been no 
need of an anti-freeze compound in 
radiators so far this year, jobbers are 
preparing for an active demand when 
the first cold snap arrives, No change 
in prices are reported. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Prestone, in 1% gallon cans at $3.60 
per gallon; in one gallon cans, $3.60 
gallon and in half gallon cans, $3.80 
per gallon. N. B. These prices are 
all given per gallon not per can. 


ROLLER SKATES.—No changes are 
announced. The fair demand continues 
with steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Roller skates, extension web heel 
and toe straps, plain steel rolls, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: Keys, 
2%4c. each; skate wheels, with se'lf- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 5c. 
each; cotter pins, 15¢. per 100; axle 
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nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No, 400, for either 
boys or girls,  self- contained ball 
bearings, $1.45 per pair. 

SASH CORD.—Ample stocks are being 
used to meet a moderate demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson Spot, No. 8, 
674¢.; Aetna No. 8, 3344c.; Phoenix 
ms. - Alc.; Sachem, No. 8, 38c. 

7 is 1c. higher and No. 6 is 3c. 
eioe on all brands. 
SCREWS.—A normal sale is reported. 
Prices firm and not expected to ad- 
vance or drop. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
50-10-10; round head, blue, 45-10-10; 
round head, iron, nickel plated, 2714 - 
10-10; flat head, ‘galvanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
discount. 

STOCKS AND DIES.—A 10 per cent 
advance on stock and die sets and a 10 
per cent advance on pipe cutters was 
recently announced. The new prices 
were effective immediately. 

TIRES AND TUBES.—Satisfactory 
stocks are reported by jobbers. Prices 
are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; ig 84 duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 


tubes, 30 x 3%, $1.40; balloon tire 
S00" gray, 29 x 4.40, $1.65; 32 x 6.20, 


TREE LIGHTS.—Jobbers have booked 





a small volume of orders although the 
season is very early. No price changes 
expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


No. 842—Propp 8 light Mazda ex- 
tension outfit, $1.23 each; in standard 
pkg. quan. of 50, $1.20 each; No. 83— 
Propp 8 light Mazda extension out- 
fit, $1.48 each; in standard pkg. 
quan. of 50, $1. 44 each; No. 80— 
Propp 8 light Mazda extension out- 


fit, $1.73 each; in standard pkg. quan. 
of 50, $1.69 each; No. 72— —Propp 7 
light Mazda multiple set weather- 


proof, >; 74 each; in standard pkg. 
quan. of 30, $2.67 each. 

No. 864—Propp 8 light carbon out- 
fit, 75c. each; in standard pkg. quan. 
of. 50, 70c. each; No. 3500—Noma 7 
light Mazda twinkling outfit, 
weatherproof, $3.94 each; in stand- 
ard pkg. quan. of 50, $3.84 each; No. 
116—Noma 15 light Mazda twinkling 
outfit, weatherproof, $4.54 each; in 
standard pkg. quan. of 25, $4.43 each; 


No. 3020—Propp Mazda tree star, 
1.80 each; in standard pk. quan. of 
0, $1.76 each; No. 305—Propp 12 in. 


plain wreath, $1.16 each; in standard 
pkg. quan, of 10, $1.13 each. 

No. 310—Propp 12 in. silk wreath, 
$2.05 each; in standard pkg. quan. 
of 10, $2.00 each; No. 306—Propp 6 in., 
silk auto wreath, $1.16 each; in 
standard pkg. quan. of 10, $1.13 each; 
No. 1600 Noma—14 in. holly wreath 
complete with 8 Mazda lamps, $3.00 
each; in standard pkg. quan. of 10, 
$2.93 each; No, 3000—Propp electric 
chimes, $1.48 each; in standard pkg. 
quan. of 50, $1.44 each. 

No. 303—Propp 3% in. copper re- 


flectors, $2.75 gross; packed 8 in a 
box, 18 boxes of 8 in standard car- 
ton; No. Mazda lamp asst., 


packed 100 asst. lamps in box, $7.80 
per C; No. 78 Mazda lamps solid 
colors, red, green, yellow, orange, 
white, blue, purple, Sacked 10 in a 
box, $7.80 per C; No. 99 Mazda lamp, 
intermediate base for No. 72 or No. 
3500 outfit, 18%4c. each; packed 10 
of a color in a box. Colors red, blue, 
green, orange, opal, yellow. 


TREE STANDS.—As in the case of 
tree lights, a small volume of business 
is being received by local jobbers. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Christmas tree stands, Gem, 
each; Crown No. 2, 65%c. 
Crown No. 3, $1.09% each. 

VENTILATORS.—Increased demand is 
noticed as the cooler weather con- 
tinues. Stocks are full and prices are 
the same. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Continental, metal frame, No. 


30c. 
each; 


833, 


$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No, 1445, $8.10. Prices are 


per doz, net. ; 
Continental wood frame ventilators, 


No. V836, $3.60; No. V923, $4.05; No. 
V937, $4. 50; a V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No. 1549, 
$7.80. Prices are per dozen net. 
Diamond FE, metal frame, No, 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 


per dozen net. 


WEATHERSTRIP.—A more active de- 
mand is reported. Stocks are said to 
be in good condition and prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Weatherstrip, wood and rubber. 


DTD ee cic seesisetvaeexcswanuyie 8 
(Pre rrr rr er rere ee 1.80 
ORR NEY oie oa riala eine ea ek. cee mckielaiee 2.07 
PT TT Aaiks Rika do ea closes scenic nee 2.60 
PR Os io iirc «aren cree ee eka eele ale 3.34 
ST 0 a no ctica si rea Rae w hale ee oe 27 
Metallic flexible strip. 
err ere ore ree 2.15 
RP ee errr re pore e 2.65 
Pl ei Stas web cess aaneawes 3.05 
Felt weatherstrip, No. 100, 60c. per 


carton. 

Wirfs home comfort strip, maroon, 
500 ft. reels, $33.50 per 1000 ft.; white, 
500 ft. reels, $33.50 per 1000 ft. 

Serval weatherstrip, No. 1A, ma- 
roon, 500 ft. reels with tacks, $8.00 
per reel; No. 2B, white, 500 ft. reels 
with tacks, $8.50 per reel. 


Pittsburgh Trade Compares Well 


with Recent Years at This Season 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Oct. 11.—Hardware business lines up well with other 


recent years at this season. 


A return of summer temperatures has 


tended to make some persons forget about heaters and heating ac- 
cessories, but then fall weather, when it comes ahead of time as it 
did this year, seldom is permanent and with seasonal weather cer- 
tain, any loss of business due to recent conditions, is likewise tem- 
porary. Makers of pipe cutters have made an advance of 10 per 


cent, but in general, hardware prices are 


are just fair. 


stationary. Collections 





ALARM CLOCKS. — Seasonally good 
demand is noted for this line. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. PITTSBURGH: 
Plain Luminous 
Dial Dial 
Big Ben $2.29 $3.16 
Baby Ben 2.29 3.16 
America ..... 1.05 1.58 
eae pater 4 eH 





Ben 
nonaan 


AUTOMOBILE ACCESSORIES -— “A 
spurt of activity in radiator anti-freeze 
compounds has been checked by warm 





weather. Fairly steady demand exists 
for spark plugs, but chains are very 
slow. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B, PITTSBURGH: 

Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs 
(one shipment), list less 35 per cent; 
50 pairs and over (one shipment), 
list less 40 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each; 
links, No. 1, $3.50 per carton; No. 2, 
$3.25; No. 3, $3. 

Radiator Compounds. — Denatured 
alcohol, 1 to 4 barrel lots, 59c. per 
gal.; 5 to 9 barrels, 57c.; 10 barrels 


| 





, 
or more, 55c.; Prestone, 1% gal. and 


gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal, 
Spark Plugs.—Lots of 100 or over, 


50c. each; less than 100, 53c. each. 
AUTOMOBILE TIRES AND TUBES. 
—Demand for tires, has receded some- 


what. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield Tires. — High pressure, 
cord, 30 x 3% in., extra size, $7. 25 
each; straight side, $9.10; 31 x 4 in., 
$11.40; 32 x 4 in., $12.10; 33 x 4 in., 
$12.70; 32 x 4% in., $15.95; 33 x 5 in., 
$21.70; balloon, 29 x 4.40 in., $8; 30 
x 5 in., $10.75; 31 x 5 in., $11. ‘00: 30 x 
5.25 in., 20 in. rim, $12.50; 
$16.60; 32 x 6 in., 20 in. rim, 
Tubes.—High pressure, tan, 
3% in., clincher, $1.40 each; 31 x 4 
in., $2.10; 32 x 4 in., $2.20; 33 x 4 a 
$2.30; 32 x 4% in., $2.60; 33 x 4 
33°70: 34 x 44 In, $280: 33% € in, 
$3.55: gray tubes sell 15c. to 50c, less; 
balloon gray, 29 x 4.40 in., 5: 30 x 
5 in., $1.95; 31 x “s to 
in., 20 in. rim, $2. ; 32 x 6 in., $2.65; 
33 x 6 in., sash 


BATTERIES.—The World’s Series 
baseball games have slightly stimulated 
the demand for dry cells for radio sets. 
Flashlight batteries are selling steadily. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
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Broken Unit 

ex x. Packages 
No. $2.2 $2.06 
No. 2.97 
No. 1.92 
No 2.80 
No 1.14 
No .39 
No 97 
No 1.30 
No 1.30 
No 1.92 
No. . 1.93 1.79 
No. 6 dry cells, ignition type, unit 


BEVERAGE AND PRESERVING 
SUPPLIES.—Demand for beverage 
making equipment is pretty constant. 
Preserving 


packages, 36c. each, 
Flashlights.—No. 935, 6c. each; 

No. 950, 64c.; No. 790, 13c.; No. 705, 

194%4c.; No. 750, 13%c.; No. 791, lic. 
ast Shot.—No. 1461, $1.67; No. 1661, 
37. 


supplies are 


active. 


Fourth quarter contract prices are the 
same as those for the past year or 


more. Jobbing business is steady but 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B, PITTSBURGH: 


Bottles.—Crown, 14 oz., $6 per 
gross; 28 oz., $8.40; lightning stop- 
per, 14 0z., $7.50; 28 oz., $9 


Caps.—lIn single gross lots, 18c. per 
gross; 10 gross lots, l7c. per gross; 
50 gross lots, 16c. per gross. 

Cappers.—Everedy, $9 per doz.; 
Industro, $10 per doz. 

Strainer Sets.—Everedy in dozen 
lots strainer stand, $4 per doz.; 
strainer bag, $2 per doz.; filter bag, 
$4 per doz. 

Scales.—Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2. 50; No. 
1621, $3.50. 

Mason Jars -——Pints, $8.80 per gross; 
quarts, $10.10; 2 quarts, $13.15, 

Jar Rubber.—Double lip red, 80c. 
per gross. 

Canning “4 Oe 1 single jar, 
70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75c. per doz. 

Fruit Presses.—Enterprise, No. 6, 


$6.25 each; auiey, 3 qt., $3.50 each; 

6 qt., $4.30; 12 he Brighton, 2 at., 

$3 each; 4 ‘at., ig’ qt., $7. 
Sealing Wax. —$ r case. 


Cider Rte ol e, single tub, 
$12.10 each; Eagle Junior, $24; Cant- 
clog, single tube, $14.85. 

Meat Choppers. — Enterprise, No. 
12, $5.25 each; No. 22, $9; No. 32, $11. 

Kraut and Slaw Cutters. — Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, .80; Kraut cutters, 
No. 672, $1.15 each: No. 673, $1.35. 


Oak Kegs.— 
Red White White Oak 
Oak Oak Charred 
ere $1.35 $1.45 $2.40 
|, | ee 1.80 1.95 2.85 
BEES. Av osinks 2.00 2.15 3.20 
i)” aa 2.25 2.45 3.75 
- a 2.65 2.85 4.35 
SGML. > 5s ssa sc 2.85 3.00 4.50 


_i “eee 3.75 4.20 6.50 
NUTS AND RIVETS. 


of rather moderate volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All 
list. 


Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


styles, 60 per cent off 


seasonally 


| 
| 
| 
| 
| 
| 
| 
| 


CEL-O-GLASS.—Good demand is noted 
for this product, which jobbers quote 
to retailers, f.o.b. Pittsburgh at 12c. 
per sq. ft., in 100-ft. rolls and 12%c. 
per sq. ft. in 50-ft. rolls. 


DOOR MATS.— Seasonally good de- 
mand is roprted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Coco, $8 to $15 per doz., according 
to size,; wire, 15% in. x 23% in., $1 
each; 18 in. x 30 in., $1.50; 
36 in., $2.15; 35 in. x 48 in., 

FURNACE CEMENT.—Good call con- 


tinues for this product in keeping with 


2 in. x 
33 





the usual fall repairs of heating plants. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Rutland, 1 lb. bags, 10c. each; 2 Ib. 
bags, 18c.; 5 Ib. bags, 38c.; 10 Ib. 
bags, 75c.; Smooth-on, 7 oz. pack- 
ages, 24c. each; 1 Ib., 40c.; 5 lb., $1.75. 


| FLASHLIGHTS AND BULBS.—Use 
| of flashlights is usually large at this 


time of the year and sales of both 


| lights and bulbs reflect that fact. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lights.—Eveready, No. 2602, 68c. 
each; No. 2612, $1.10; No. 2630, 84c.; 
No. 2631, 68c.; No. 2660, 84c.; No. 
2619, $1. 43; No. 2634, $1. 17; No. 2642, 
$2. 73; No. at $2. 08; No. 2695, $2.28; 
No. 2645, $3.5 


Unit Broken 

Packages Packages 
Bulbs— Per 100 Each 
No. 1 aed Me, 11.0653 $6.50 10c. 
No. 13 and No. 14...... 7.15 llc. 
No. 16 and No. 17..... 5:85 9c. 
POI. Sexes sbenbe saues 7.15 lic. 


GUNS AND LOADED SHELLS.— 
Movement of shells is heavy and guns 
are selling with fair freedom. High- 
powered rifles are not yet moving with 
much snap. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Loaded Shells.—Load 3 in. by 1% 
in., 12 gage, Repeater or Nitro Club, 
$32. 22 per 1000; Ranger, $28; Leader 
or Arrow, $35 80. 

Guns. — Winchester pump, $39.40 
each; Remington pump, 12 to 22 gage, 
$39.45 each; Savage pump, $39.25 
each. 

Rifles.—Winchester, model 02, $5.15 
each; model 92 S. F., round barrel, 
a octagon barrel, $23.30; model 

48. F., ponee barrel, $25.90, ‘octagon 
Sound. $27.95; model 94 carbine, 
$23.95; odel 53, $21.90; model 565, 
$32.95: Remington, repeating, model 
12A, $15.86 each; 14A, $35.46; 25A, 
$23. 95; Savage, repeating, model 20, 
$34; _anodel 40, ve nas 99 
$30. re F, $34 G, $37.50; model 
ssa. “Sit 

HEATERS.-Demand still is good but 
sales have suffered slightly from a re- 
currence of summer temperatures. 


JOBBERS’ raat, TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Oil Heaters. —According to size and 
style, $3.75 to $6 each. 
Gas Heaters.—Radiant type, $9 = 
$65 each; reflector type, $2.25 
$13.50. 
HEATING ACCESSORIES. —Good 
call is noted for register and radiator 
shields. Movement of stove and fur- 
nace pipe also is good. Other items 


are only moderately active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: per 100 lb. Annealed Galvanized 
Stove Board.—Square, wood lined, _ .” 9 gage....... vs or ey 
24 in., $12.60 per doz.; 28 in., $18 per eam Si “e 315 3 60 
doz.; 30 in., $20 per doz.; ‘ 36 in., $29 No. 12 . 3:20 3 70 
per doz.; paper lined, 24 in., $7.50 per No. 13 3°30 3.85 
doz. ; 28° in., $9. 50 per doz.; a wm. No. 14 * 3°40 4.05 
$10. 80 per doz.; ; 35 in., $16.20 per doz. No. 15 : : 8.60 4.30 
gg 4 i. pa Nested, ween: -—" <o. eo AD sete ecevnes ° 445 
5 in ; er crate; n. in INO. 10 cence ences sevves . 
$4.05; corrugated elbows, 5 in., $1.30 = Barbed Wire (per 80- rod or 9 
per doz.; 6 in., $1.40; 7 in., $1.85; 8 ce PALES eb bbneaaale 34 
aluminum pipe, 4 in., $7.20 per doz. <-caiee ed Seerer ee eee ee 343 
joints; elbows, $5 per doz. i int ele TUEEICET ET Te TT 317 
“gy By oy ty’ ~ EE 2-point cattle (apecial).... 1111! 2.25 
ae. oedheg Bg 17c.; elbows, 8 in., Field Woven Wire Fence (per 100 
Dampers and Fiue Rings.—Damp- 4 <A $39.80 
ers, 3 in., $1 per doz.; 4 in., $1.10; 10472 Ohad oad ciheeloah 1 Sacaicateen ae 
5 in., $1.20; 6 in., $1. 35; 7 in. * $2: flue 796-11 Core erosreseescoveecceccs 27.70 
rings, 3 in., $1 per doz.: j i. in $1 1.25; 738. BE (Bieina ce Seloehr ho ehheed anew ey 
5 in., $1.90; "6 in., $2. 20; in., $2.75 75. 939-11 eer eee ererreesrerseessesesese 35 80 
Coal AB ged BAL 16 ‘in., 9 : Rip haahpesabe tise i 
ee $4.75; 18 in., Poultry and rabbit (No. id’ gage):, 
Coal Chutes.—Black, 8 ft., $6 each; — —- SE b SiS esbboSCbs sdb saS sas 58 
don Bo le ona _ = Sonuanidenckbnacaneiey 1 


LANTERNS.—Seasonal increase in 


demand is reported. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH 

Gasoline.—No. 220 “ 95 each; ‘No. 
228, $6.30; No. 327, $4.7 


Junior, $8.50; Little Wizard, $8.50: 
D’Lite, $13; Junior Wagon, $17 25. 
PIPE CUTTERS.—Makers have an. 
| nounced an advance of 10 per cent in 

prices. 


WEATHER STRIPPING.—Demand is 
generally good, but particularly so for 
metal stripping. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 


Meta-Felt, % in., $19.50 per 1000 
ft.; % in., $26 per 1000 ft.; cushion, 
all’ felt, No $2.40 per 100 ft.: No. 


sab te $2. 85 per 100 ft.; No. 20, $3.25 per 


Busfo, hard bronze, 3 and 4 ft. 
lengths, 5c. per ft., net. Economy, 
for windows, 36 in. x 36 in., $1 per 
carton of one window set; for doors, 
36 in. x 84 in., $1.20 per carton of one 
door set. 


WHEELED TOYS.—Fairly good de- 
mand is noted for these goods. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. PITTSBURGH: 

Coaster Wagons.— Oriole Flyers, 
= 75 =e. a —S, No. 

2, $4.35; $4.75; $5.2 
» $4 115; Piomene Steel 

$6. os: No. 52, $7. 
Scooters. aS, 3, $1.75 each; No. 
127, $3.63; No. re 038. 75. 

Velocipedes.—No, 56, 09 each; No. 
57, $11; No. 58, 

Ph Ro Bgl 108, $4.75; No. 
170, $6; No. Pe ad $8; No. 125, $9.50; 
No. 159, $10. 

Sidewalk , 11, $12.50 
each; No. 100, $18. 


WINDOW VENTILATORS.—Demand 


still is reported as active and strong. 


JOBBERS’ QUOTATIONS non RE- 
TAILERS, F.0O.B. PITTSBUR 


Continental, metal frame o. $33, 
$4. 60; No. 837, $4.75; No. “ban $5.20: 
No. $5.50; No. 1145, $6.30; No. 
1437, rid 50; No. 1445, $8.10. Prices are 
per doz. net. 


Continental wood frame ventilators, 


No. $3.60; 
V937, $4.50; No. V949, $6. 
$6.75; No. V1537, $5. 85; No. ‘1549, $7. 80. 
Prices are per dozen ‘net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, ‘$4.80; No. 03, $5.60; No. 

$5.20; No. 2, $5.60; No. 3, $6.40; 
No. $760; No. 5, $8. 40. Prices are 
per Sete net. 


Schumacher, wood frame sheet 
steel, No. 831, $2.75 per doz.; No. 
1137, $4.50. 


WIRE PRODUCTS.—Nails are slow, 
but fair demand exists for fence and 
fencing materials. 


JOBBERS’ QUOTATIONS TO RE- 
TALLERS, F.0.B. PITTSBURGH: 


Fence Wire 








Kerosene. eR os per doz.; 


Steel Fence Posts: 
Galvanized Painted 


hanger 8 Formed 

SS Seer ee 50c.each .......-- 
: re 55c. each 38c. each 
 hatecaates ta ete eae 65c. each 40c. each 


7 ee er ee eee ee 45c. each 
right nails, base per keg, $2.90. 
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REMINGTON’S 
Window Display Contest | 


Remington Sportsmen’s Week 
OCTOBER 15th to 20th, 1928 





a. eee 






Cash Prizes—Grand Total $5000.00 
First and Grand Prize. . . $250.00 















Third Group 





First Group Second Group 








Cash prizes for retail dealers in 
towns with a population of 3000 
and under: 





Cash prizes for retail dealers in 
towns with a population of 3000 
up to and including 6000: 


Cash prizes for retail dealers in 
towns with a population of 6000 
and upward: 











lst prize $100.00 1st prize 

2 prizesof . . . 75.00 2 prizes of 

3 prizes of 50.00 3 prizes of 

6 prizesof . . . 25.00 ‘6 prizes of 

50 prizes of oe 10.00 50 prizes of 
120 prizesof. . . 5.00 100 prizes of . 





Date: Remington Sportsmen’s Week, October 
15th to 20th, 1928: ° 


2 Any dealer who uses FREE display material fur- 
nished by Remington may compete. 


3 Each contestant (dealer) must furnish a photograph 

of his window display to Remington Arms Co., Inc. 
on or before November 12th, 1928. Unmounted 
photos (prints) preferable. 


4 Each photograph must have the name and address 

of the dealer and the population of his town print- 
ed or written clearly with ink on the back. Do not 
use lead pencil. All photographs to be addressed 
and forwarded to Department “A”, Remington 
Arms Co., Inc., 29 Warren Street, New York, 
N. Y. Remington cannot be responsible for non- 
delivery or loss of photographs in the mail. It 
is agreed that all photographs are to become the 
property of Remington Arms Co., Inc. 


5 Windows will be judged by: 
Mr. Llew Soule, Editor, Hardware Age, New 
York, N. Y. 


Mr. J. G. Taylor Spink, Gen. Manager, Sporting 
Goods Dealer, St. Louis, Mo. 


Me. Rivers Peterson, Editor, Hardware Retailer, 
Indianapolis, Ind. 


25 Broadway , 


Remington, 


© 1928, R. A, Co. 





Conditions Covering Remington’s $5000.00 Window Display Contest 






REMINGTON ARMS COMPANY, Inc. 


$100.00 1st prize $100.00 
75.00 2 prizes of 75.00 
50.00 3 prizes of 50.00 
25.00 6 prizes of 25.00 
10.00 50 prizes of ; 10.00 
5.00 100 prizesof. . . 5.00 


6 The judges will begin considering the photographs 
on or about November 14th, 1928. 


7 A check will be mailed to each prize winner as 
soon as possible, which will be on or about De- 
cember 5th, 1928. 


8 The photographs of the window displays will be 

judged solely on the basis of the window displays’ 
merchandising values—points covering originality, 
trade-pulling power and general attractiveness— 
regardless of the size of the window in which the 
display is made. 


Remington Arms Company, Inc. will pay four 

9 dollars for every Remington Window photograph 
submitted in the contest that does not win one 
of the cash prizes. This sum guarantees the cost 
of photographing and saves merchants from ex- 
pense in participating. 


1 0 The $5000.00 in cash, given away in’fmore than 


500 cash prizes will be divided as shown above and 


$250—GRAND PRIZE—$250 
The Grand Prize—$250.00—in cash is open to 
all contestants throughout the United States and 
Canada. It will be awarded to the dealer who— 
in the opinion of the judges—makes the best win- 
dow display in accordance with the conditions of 
the contest. The winner of the Grand Prize will not 
participate in any of the other cash prizes or awards. 


New York City 
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off the 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 












Listener: “Do you play by request?” 

Orchestra Leader: “Yes, we do.” 

Listener: “Would you please play domi- 
noes until I have finished my dinner?” 


Young Oswald was surely an officious | Successful Business Man: “Well, I am 
rich enough at last to retire from busi- 
ness.” 

His Friend: “What will you do?” 

S. B. M.: “I shall buy the little farm I 
away from and go there to live.” 


young man, as every one in the firm’s 
employ agreed. 

He was always horning in where he was 
not wanted, and he had a highly exalted 
opinion of himself. | ran 

There were two partners in the firm, 
and one of them happening to pass on, 
the young man approached the surviving 





“So your name is George Washington,” 
mused the old lady. 
“Yassum,” replied the small colored boy. 


Admiral S—— at a luncheon in London iets, : : 
hit off admirably the difference between I'll just bet you try hard to be like him, 





partner with whom he was not exactly | ™ ™ , e don’t you?” 

what you could call a favorite. English and American carriage or deport- “Lak who?” 
“I am so sorry, sir, to hear of Mr.| emt : : “Why. i iin al 
7’ “An Englishman,” said the witty ad- Why, like George Washington, o 


miral, “walks into a restaurant as if he = , ~ Wash 
owned it. An American walks in as if |. , A kaint help bein’ lak Jahge Wash- 
ho idle cae: tik anne in’ton, ’cause dat’s who I is. 


John’s demise, and I have come to ask 
if you would like me to take his place.” 

“Yes, I should very much,” was the re- 
ply, “if you can get the undertaker to 
arrange it.” 








Mrs. Grogan: “It was awful! Twinty- 


= Sweety: “What is the cure for seasick- | sivin Czecho-Slovaks and one Irishman 
: », | mess?” killed in the wreck!” 
Smz ) r= “Mis a, why “rs. : ’ - = 9 
Small Dorothy: “Mamma, why hasn't Salty: “Give it up.’ Mrs. Callahan: “The poor man. 





papa any hair?” 
Mother: “Because he thinks so much, 
dear.” Auto accidents will decrease if we can 
Dorothy: “Why have you so much, | only invent a good anti-neck gasoline. 





Lecturer: “I calculate that the end of 
the world will come in 217 million years.” 
mamma ?” Member of audience (in great agita- 

Mother: “Go away and do your les- a tion) : “How many did you say?” 

; . Lecturer: “217 millions—— 





sons !” e , 
=e _A small schoolboy came home sadn Inquirer (sitting down with great re- 
ning and said to his father: “The world lief) : “I had such a fright—I thought you 
. . % 24999 ‘ "p aa ’ a 
Jack: “Ed ate something that poisoned is round, isnt ati said 117 millions——.’ 
him.” Yes, son,” the father agreed. 

a . ae Ke i 4 t . ; 
Bill: “Croquette ? ier x “~ ie use ne a ee Auto Tourist: “I clearly had the right 
Jack: Not yet, but he’s very ill!” a going Do aa é " of way when this man ran into me, and 

Yes,. son, and you'll be a_ taxicab 


yet you say I was to blame.” 
Local Officer: “‘You certainly were.” 
Autoist: “Why?” 
Local Officer: “Because his father is 
Both the photographer and the mother | Mayor, his brother is Chief of Police, and 
had failed to make the restless little four- | [ go with his sister.” 
year-old sit still long enough to have his 
picture taken. Finally the photographer eh 
suggested that “the little darling” might | Prag (who had called around to iu 
4 be quiet if his mother would leave the 2 +) as had recovered from dies 
room for a few minutes. During her ab- ya pe te p joel yd a in — 
sence the picture was successfully taken. Sra hi 4 ; a4 : Pe = Oe 
On the way home the mother asked: drank his bath and went back to bed. 
“What did the nice man say to make 
mother’s little darling sit still?” 


ciate driver when you grow up.” 





Wiggs: “On one of those fast trains 
the extra fare is refunded if the train ar- 
rives late.” 

Wagg: “Yes, and I hear that all Scotch- 
men on it are chained to the seats to keep 
them from reaching the bell-cord!” 














Wife: “I just bought a set of Shake- 
speare.” 
Husband (angrily): “How many times 


have I told you not to buy those foreign 
” 





Lawyer: “Can you tell me if the de- 




















pots a “He thed, ‘You thit sthill, you little brat, | fendant was expensively garbed?” 
or I'll knock your block off,’ tho I that Rastus (a witness ) : “"Deed she was. 

George: “Why don’t you advertise?” sthill,” he explained. sah. Ah knows expensive garbage when | 
Town Storekeeper: “No siree, I did Sees i. 

once and it pretty near ruined me.” 
George: “How’s that?” Lidy: “I’m sorry for yer ’aving’ a ’us- “A man’s fraternity pin on a girl's dress 
Town Storekeeper: “Why, people came | band that’s everlastin’ singin’. My old used to mean an engagement.” 

in and bought dern near all the stock I | man sings abart once a year.” “Well, what is it now?” 

had.” Her Neighbor: “In ’is bath, I suppose!” “Oh, just necking privileges.” 
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Now—Hunting Season 
(Continued from page 65) 


may become discouraged if the price range of the equip- 
ment he covets seems above what he can afford or is 
willing to spend for this experimental adventure. 

This alluring display idea should be carried into the 
store. Some stores stock their sporting goods in a cor- 
ner, naturally dark and unsuited to merchandise under 
ordinary conditions. Such a corner or alcove can be 
made very attractive by the use of a few bark-covered 
boards, a fireplace (it may be fireless), and lighting from 
lanterns (electric, of course). Pictures, mounted game 
and other decorations in season can be shown. The 
chairs and benches should be rustic or camp styles. A 
baseball bat used by some locally or nationally famous 
slugger, boxing gloves with a history, a few sports books, 
a sportsman’s paper and a place for announcements of 
local sporting events; games, fox or rabbit drives and 
announcements of local game season openings—all will 
tend to draw many a man, who is now merely day dream- 





The frost is on the pumpkin 
And the fodder’s in the shock, 
into the fields to see these things for himself. 

It is an unusual hardware store that does not include 
in its staff some man who does not live, dream and feel 
these things. All that is necessary is to give to this man 
a freedom of action. The expense need not be great. 
One customer gained will more than cover the cost. 
The man who does these things will be better for having 
done them and he will be a better merchant or salesman. 
The fact that the store or community is small is no 
defense against inaction. No small town merchant ever 
set out to do the things of this sort that a big store does 
successfully, that he did not become a better merchant. 


Boyce Triples Sales of Sporting 
G 





S 
(Continued from page 66) 


The result was that shortly after the first of the year 
the work schedules were rearranged so that Stoner could 
go out and promote the sale of sports goods and sup- 
plies. Local schools and baseball teams were tackled 
first. The approaching season’s requirements were’ dis- 
cussed and orders followed. Next came a trip to a 
nearby college town. Baseball, track and tennis supplies 
were sold. Then more nearby towns were visited, four 
trips being made that spring, and where the trip was 
made too late to secure the spring business orders were 
taken for football supplies for September delivery. 

Little extra expense was involved, each trip being 
made in a day or less, and the time diverted from other 
activities was only 12 to 15 hours a week. As a result a 
strong sports department was shortly built up, just be- 
cause Mr. Boyce took a few minutes’ time to ponder 
over the benefits of the electric cleaner department. Mr. 
Boyce says: 

“The venture into selling sports goods on the outside 
was successful from the start. It “has proved to be a 
logical and natural method of operating, the results of 
which are cumulative. We have since got under way 
similarly on other lines. We are convinced that the way 
to an enlarged hardware business is by understanding 
and appreciating the merchandise as the ultimate user 
understands and appreciates it, by analyzing the market 
and by going out prospecting for the business.” 








“GEM” apsustas.e 
[io REGISTER 
SHIELDS 


Adjustable 
10 in. to 19 in. 


Every week more and more warm air furnaces start 
up. Keep featuring “GEM” Adjustable Register 
Shields, which deflect all the heat down into the room, 
and keep all register dust, dirt or soot out of the room. 
Retail at: “GEM” Floor Shield, Black, 
$1.25; Ox. Cop., $1.50; “GEM” Wall 
Shield, Black, 65c.; Ox. Cop., 75c. 


1140 BROADWAY, NEW YORK,NY. 
BUY FROM YOUR JOBBER 


IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mase. 
New York: 151 Chambers St. Chicago: 108 W. Lake &. 
San Francisco: 717 Market St. 






















Means Easy Sales 


KNOWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 


Manufactured by E. A. Berg 
Mfg. Co., Ltd., Eskilstuna, 









are made from 


Sweden. the finest Swedish 
Butt Beveled edge. charcoal steel, sturdy 
Regular Beveled and well made and 


craftsmen and lovers of 
good tools appreciate their 
known quality. 

Because of their reputation as de- 
pendable ‘tools, they sell with little 
effort, which means sure profits to you. 


edge. 
Socket Chisels. 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 
Order from your jobber today, or write 
sae lee WESTERN IMPORTING o- Ltd. 

07-109 Lafayette St., New York, N. 
ia Minn. Seattle, Wash. Montreal, ion” 











SHOVELS, SPADES, SCOOPS 


X-tra Quality means Extra Service 


Indiana Rolling Mill Co. 
New Castle, Indiana 
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Ordinary Pipe Wrenches 
Don’t Have This Feature 


“ BEARING CONTACT 
. FOR FRAME GIVES 


ADDED STRENGTH 


The added bearing surface 
between yoke and jaws on 
Genuine OSWEGO Still- 
son Pipe Wrenches is a 
feature not found in ordi- 
nary pipe wrenches. 


It costs more money to 
build wrenches this way, 
but results justify the 
cost. Our method gives 

¥% inch greater bar 
clearance, also wider 
adjustment, and 
RESERVE 
STRENGTH 
where most 
needed. 


Jaws are milled the Orig- 
inal OSWEGO _Stillson 
way insuring an unfailing 
GRIP. 

40 years’ experience — 24 
hour service — courteous 
dealer treatment. 

The Guarantee Tag on 
every genuine OSWEGO 
Stillson protects you and 
your trade against defects 
in material or workman- 
ship. 

The OSWEGO line also 
includes Expanders, Pipe 
Cutters, Punches and 
Vises. Send for Catalog 
and Discounts. 


The Oswego Tool Co. 


Established 1887 Incorporated 1893 
Oswego, N. Y. 
























More Sales Because of 
Better Displayed Merchandise 


Which will sell more quickly— 
just merchandise in a pile or 
that same pile of merchandise 
topped by a neatly lettered dis- 
play card stating the price and 
a few interesting facts about 
the wares? The answer is ob- 
vious. And the advantage was 
with the stores 
which had a sign 
department or those 
who employed pro- 
fessional 
‘card  writ- 
ers,’’ until 
the Stencilor 
came along. 
The Stencilor 
enables you 
or your 
clerks, with- 
out previous 
training to 
turn out neat 
attractive 
show cards, price tickets, and window streamers quickly and for 
almost nothing. It is STANDARD EQUIPMENT WITH CHAIN 
STORES AND ERS. DISPLAY YOUR STOCK WITH PRICE 
TICKETS, SHO CARDS AND SIGNS MADE UP TO THE 
MINUTE WITH THE STENCILOR. Prices and detailed informa- 
tion gladly furnished on request. 


DISPLAY MATERIAL CO. 
774 Grand Avenue, St. Paul, Minnesota 
fae Attach this coupon to your firm letterhead === 
Send to your nearest office— 


DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn. 
eg x As Display Material Co., 191 Pearl St., 
lew York, N. Y. 


Canadian Agents, Display Card Co., Ltd., 11 Inkerman St., 
Toronto, Ont. 


Please send me without obligation a copy of your book, 
“How to Make Signs.” 


DE Cab Rsiesncncccnddu pews sssns oh dessceewes beeeeeee 
DS hitias cht cenitda sah ban mhNok wwe tidak hes ts wh savers 
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Installment Selling Is Here to Stay, 
Says E. J. Browm 


(Continued from page 57) 


In one case of our experience $15 had been paid on 
a $45 stove and due to circumstances the payments were 
delinquent. Rather than reposess the stove and leave 
the customer with no means of cooking, we selected a 
used stove from our trade-in stock. The stove selected 
was worth the $15. We took the new stove back and 
installed the used stove without any further charge to 
the delinquent and accordingly cancelled the remaining 
indebtedness. We do not pretend to be a philanthropic 
organization yet, even from the perspective of a cold 
business eye such action is usually more than repaid for 
in future business when the customer gets back on his 
feet. Thus we turn an unpleasant occurrence into profit- 
able future dealings. 

We have found it advisable for our concern to limit 
the amount of goods available to the customer under 
the “four months plan.” Our installment experience 
has been limited to amounts of less than a hundred 
dollars. We have frequently sold “bills” of small goods 
ranging in total from ten to twenty dollars and often 
to less amounts under the plan. These cases as a rule 
have been satisfactory. 

Paint is one item which we have been sort of chary 
about selling on four months time. We have sold a few 
jobs, however, which were satisfactorily handled. The 
fact that the paint industry offered a similar plan several 
years ago which, to my knowledge has since been aban- 
doned, has made us hesitate to push paint on time. Its 
fundamental objection rests in the impossibility to tak- 
ing anything tangible back in the event that repossession 
becomes necessary. 

We keep a daily control record over the installment 
accounts drawn up in the following very simple 
form: 


Total of Total of Balance 
Chgd. sales Pd. on Acct. owing from 
today. today. customers. 


Thus, at the close of each day we have an accurate 
record of the installment sales, etc. This enables us to 
foresee credit trends; arrange finances; and control pur- 
chases. 

Weare using the enclosed form to record our accounts 
with very practical results. The manifold statement 
gives the customer one copy of the transaction with the 
terms and his signature and subsequent payments right 
before his eyes. He is reminded that he has affixed his 
name to a legal document, with his obligation to pay and 
dates of payment plainly emphasized. 

The psychological effect of the written signature seems 
in itself to place the account on a much higher plane than 
the usual charge account and makes the customer more 
apt to make the payments as they come due. The sig- 
nature, which he has affixed, reminds him of an definite 
obligation incurred, while the perfunctory “charge it 
system almost has the atmosphere of a favor rendered 
by the customer instead of a definite service for his con- 
venience. By all means have as many of your so-called 
“open accounts” transferred to contract form, such as 
the above, wherever possible. 

There are many points of this system which I have 
not covered nor presented but if there is any additional 
information which may be of use to other dealers, kindly 
drop me a card. As an after thought, criticism can be 
handled in the same way. 
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Standard Guarantee Now 
Being Used When You Get Globe 


ELOW is the standard guarantee now being used V 
g acuum Bottles from 


by the manufacturers of axes, hatchets, hammers, 
etc. Copies of this guarantee are being placed in all Y J = Y 
shipments for the guidance of the retail merchant. our jobber > 
You will notice that the hammers and edge tools are o Get the Best 


guaranteed to be of sound material, correct temper and Va 
free from flaws. They are not guaranteed against im- —— Bottle Made. 
proper use, careless grinding or abuse. Stress is laid 





2 ns hace ime da aera 
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Standard Guarantee 


Hammer, Hatchet, Axe Industries 


We guarantee Hammers and Edge Tools 
to be of sound material, correct temper and 
free from flaws. 





Guarantee vs. Abuse of Guarantee 


Any imperfect tool will show defects in 
thirty days. You should not replace a ham- 
mer or edge tool unless it is returned within 
thirty days of date of sale. 

No edge tool will be replaced after it has 
been improperly reground. Caréless grinding 
will ruin any edge tool by drawing the tem- 
per, or making the edge so thin it will not 
stand up under the shock of a blow. An axe 
broken at the eye will not be replaced, if it 
has been used as a wedge, and pounded with 
a maul. 

Do not make a policy replacement of an 
giused 1061 to old the soodwill of a cus | o§o¢ apie eee ee ee oe POOR 
tomer. It is unfair to everyone concerned. 

When in doubt as to defect, instruct the 
user to return the tool to the factory for in- 
spection. If is shows a defect, an adjust- 
ment will cheerfully be made. 


Made complete, in the center of 
the American “glass country,” 


by skilled American mechanics. 


Globe Vacuum Bottle Co. 
Newfield, N. J. 
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upon the fact that an imperfect tool will show defects 
within thirty days from the time the user buys it, and 3 
dealers are advised not to replace hammers, hatchets or 
axes unless returned within the thirty day period. , 


The Indispensable Mr. Jones 


(Continued from page 61) : 














The last word in hardware retailing. The Meese- 4 
4 Reinker Hardware Co., Akron, Ohio. 


affairs than an industrial machine, supposed to be run on 


a basis to earn profits. @ @ 
; < | Final Ch 
ave you ever seen a first-class powerful football } ina O1Ce ‘ 


eleven being trained for a championship game? I have, 
and if I remember correctly, the coach and the players 


between themselves do not use words of endearment. : 
Have you ever sat close to one of our international $ Choice after thoroughly investigating all makes. 


polo teams and heard the remarks of the captains of each 3 This store has been keeping step with progress 
team in the heat of the game? Some of the most lurid $ since 1867. They follow Heller suggestions as 
language I have ever heard at these polo games would | their authority in hardware store arrangement and { 
be the envy of the old-time “mud clerks” on the Missis- 3 display. 


With 60 years’ experience to back their judgment { 
this company picked Heller equipment as their final | 


sippi River steamboats, and these “mud clerks” prided im tear out this ad ‘ord mail it | W.C. HELLER & CO. | 
. . . ° 4° . today. 

themselves on the intensity, variety and lucidity of their New Double Duty Display Tables. 100 ‘3ryant St., Montpelier, Ohio $ 

vocabularies. After a shower bath, after the game, these .3 Gal Counters, am Tables. Hf New York Office, 20 Vesey Street, | 

le af s nN splay Door Wall Cabinets. Suite 500 > 

Polo players might be aristocrats, noblemen and gentle- Write neme and eddress 'W) in merzin bein ‘ 








men, but during the games they seem to think, at least, 86-11-28 ieee —_ niaie ee’ 
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We (Patented) 
The Shock- 
proof Husky 
that your 
customers 
pick after 
one look! 
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You don't have to argue to make a quality sale 
when you show this massive looking SAVORY 
Ash Can. One look and the customer is convinced 
that here is real value. The butt-welded, steel tube 
rim which makes it practically impossible to knock 
this can out of shape; the seamless-drawn, close- 
fitting cover; the deep chime bottom with its heavy 
reinforcing ring; the stout wrought-iron handles ; 
the hot galvanizing after manufacture—decide the 
sale and bring the profits. 


SAVORY 
STEPON 


Waste Receptacle 






For soiled clothes, trash or 
waste of any kind. Simply 
step on the treadle and the 
one-piece domed top opens. 
Closes tightly when re- 
leased. Cover is buf- 
fered so action is prac- 
tically noiseless. Fitted 
with inside bag to 
facilitate emptying. 
Built of heavy gauge 
steel, reinforced to 
give years of ser- 
vice. Finished in 
glossy haked-on en- 
amel. Four colors 
—olive-green, ma- 
hogany, white and 
gray. Three sizes. 
Every home, office 
and institution needs 
these receptacles. 
Send for details. 








| SAVORY, Inc. 


Dept. AJ, 90 Alabama St., Be sure to see 
Buffalo, N. Y. 


Owned and managed by The Republic Metalware Co. 


Makers of Quality Cooking Equipment for 90 Years ; teil 
oT COl A 
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that the best results are obtained by using language that 
any stevedore down on the waterfront would fully grasp 
and understand. 

So my recommendation to this merchant was that he 
use both plans. If possible, it is much better to be 
gentle, pleasant and agreeable. If, however, these quali- 
ties are only an expression of indecision and weakness, 
there is sure to be trouble ahead. A very strong man- 
agement can afford to be very gentle, at least in their 
methods of doing things. 

We all remember at the opening of the battle of 
Manila that Admiral Dewey was very gentle. When he 
had maneuvered his ships into just the right position, 
so the range was accurately known, you may remember 
his famous remark, which we are told was made in a 
very low and gentle voice: “Mr. Gridley, you can com- 
mence firing.” 


STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIR- 
CULATION, ETC., REQUIRED BY THE ACT OF 
CONGRESS OF AUGUST 24, 1912. 


Of HARDWARE AGE, published weekly at New York, N. Y., 
for Oct. 1, 1928. 
State of New York, County of New York, ss. 

Before me, a Notary Public in and for the State and county 
aforesaid, personally appeared E. P. Beebe, who, having been 
duly sworn according to law, deposes and says that he is the 
Assistant Treasurer of the Iron Age Publishing Co., Publishers 
of HARDWARE AGE, and that the following is, to the best 
of his knowledge and belief, a true statement of the ownership, 
management (and if a daily paper, the circulation), etc., of 
the aforesaid publication for the date shown in the above 
captions, required by the Act of August 24, 1912, embodied in 
section 411, Postal Laws and Regulations, printed on the reverse 
of this form, to wit: 

1. That the names and addresses of the publisher, editor, 
managing editor, and business managers are: Publisher, Iron 
Age Publishing Co., 239 West 39th Street, New York City; 
Editor, Llew S. Soule, 239 West 39th Street, New York City; 
Managing Editor, Liew S. Soule, 239 West 39th Street, New York 
City; Business Manager, George H. Griffiths, 239 West 39th 
Street, New York City. 

2. That the owner is: (If owned by a corporation, its name 
and address must be stated and also immediately thereunder 
the names and addresses of stockholers owning or holding one 
per cent or more of total amount of stock. If not owned by a 
corporation, the names and addresses of the individual owners 
must be given: If owned by a firm, company, or other unin- 
corporated concern, its name and address, as well as those of 
each individual member, must be given.) United Publishers 
Corporation, 239 West 39th Street, New York City. U. P. C. 
Stockholders in excess of one per cent: George H. Buzby, The 
Wellington, 19th and Walnut Streets, Philadelphia, Pa.; C. A 
Musselman, Merion, Pa.; Charles G. Phillips, Montclair, N. J.; 
(A) Frederic C. Stevens Co. (See Note), 23 Prospect Terrace, 
Montclair, N. J.; (B) United Business Publishers, Inc. (See 
Note), 239 West 39th Street, New York City; Lee, Higginson 
& Co. (Partnership), 43 Exchange Place, New York City. 

Note—Stockholders of (A) Frederic C. Stevens Co.: Velma 
S. Stevens, 325 West End Ave., New York City; F. C. Stevens, 
dr, 325 West End Ave., New York City; Velma I. Stevens, 325 
West End Ave., New York City; Frederic C. Stevens, 325 West 
End Ave., New York City; Ruth S. Kane, Montclair, N. J. 

Stockholders of (B) United Business Publishers, Inc.: Anna 
B. Frank, Pleasantville, N. Y.; Fritz J. Frank, Pleasantville, 
N. Y.; Mabel M. Griffiths, Montclair, N. J.; Lillie Lindsay, 698 
West End Ave., New York City; C. A. Musselman, Merion, Pa.; 
A. C. Pearson, Montclair, N. J.; Frederic C. Stevens, 325 WwW est 
End Ave., New York City; Harry E. Taylor, Montclair, N. J 
(A) Frederic C. Stevens Co., 23 Prospect Terrace, Montclair, 
N. J. (Stockholders of Frederic C. Stevens Co.—See Above) : Lee, 
Higginson & Co. (Partnership) ; A. Iselin & Co., 36 Wall Street, 
(Partnership) ; Lelia C. Pearson, Montclair, N. J. ? 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding one per cent or more of total amount 
of bonds, mortgages, or other securities are: (If there are none, 
so state.) None. ae 

4. That the two paragraphs next above, giving the names of 
the owners, stockholders, and security holders, if any, contain 
not only the list of stockholders and security holders as they 
appear upon the books of the company but also, in cases whew 
the stockholder or security holder appears upon the hooks = 
the company as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee he 
acting, is given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and belief as to the 
circumstances and conditions under which stockholders and 
security holders who do not appear upon the books of the come 
pany as trustees, hold stock and securities in a capacity othe 
than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association, or corporation = 
any interest direct or eer _ said stock, bonds, or other 
securities € as so stated im. 

a i. P. BEEBE, Assistant Treasurer 

Swo to and subscribed before me this 2nd day o Cc , 
19250 Clerk JULIA ees 
Notary Public, Queens County, erk’s No. , Reg 
No. 3982, New York County; Clerk’s No. 446, Register’s No. os 
Kings County; Gots Se 97, Register’s No. 307. Commissi 
cxpires March 30th, 1930. ; 
Beal] Julia C. H. Allen, Notary Public, Queens County. 





